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The twenty-five years 
of continuous and sat- 
istactory service have 
made X-Ray Reflec- 
tors the standard for 
show window hghtin3, 












Window 
Footlight 


X-Ray Show Window Lighting equipment is unsurpassed. The silver 

mirrored reflectors give you a very brightly lighted window, while 

beautiful color effects can be easily obtained with the Color Ray and 
Spotlight to emphasize the spirit of the display. 


Write for our booklet, “Color Lighting in Show Windows” 


National X-Ray Reflector Co. wqw 


NEW YORK CHICAGO LOS ANGELES 
31 W. 46 Street 236 West Jackson Blvd. Pacific Finance Bldg. 


Engineers in all Principal Cities 
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P Opportunity Exchange 


Men Wanted Positions Wanted or Sale Wanted to Buy . 





WANT TO SELL POSITIONS WANTED 








VARIETY OF FIXTURES MUST ADVERTISING 
BE SOLD IN 60 DAYS sina hana ia cat MERCHANDISING 
GREAT SACRIFICE Three section screen, com- AND SALES PROMOTION 
* Fixtures of three selling floors, each floor position board, silver frame, MANAGER 
25x90, must be sold quickly. blue center embellished with having successfully piloted one 
SHELVING silver foliage. Height 5% ft., of the country’s leading cloth- 


ing stores through hard times, 


450 feet of white wood, mahogany finished length 6 ft. Appropriate for : ; 
shelving four shelves high from count: | | inter displays. Address Box | | S€°KS bigger opportunity. 
COUNTERS Y2, The DISPLAY WORLD. Address Box “¥19” 
DISPLAY WORLD 


500 feet of counters, various lengths, thirty 
inches in width, all with lower shelves. 





























DISPLAY TABLES FOR SALE 
“ web from 18x36 pares pines Thayer and Chandler Air Brush CARD WRITER 
edges, the majority of tables with lower Twenty Stencils and Gauge, and . : 
shelves. Ales, china tobias with 4 f ; s : ; Intelligent young man, nineteen 
ce ntti so, chi wi rawers Air Brush instruction for $40. years old, would like position as 
Address F. STECKBAUER card writer in large department 
WINDOW SHADE RACK Box 544, Oshkosh, Wis. or studio. JOE RAKOVITS 
Six sections square, thirty-six sections 252 State St. Grand Rapids, Mich. 
total, each section to hold forty shades. SUPINE TUT TTT 
Regulation thirty-six inch rack in depth. = 
Two drawers on bottom, mahogany fin- 
- Abvetialng ere, Sen 
SHOW CASES in the MAN desires to make change and connect 


with progressive department store. Thir- 
ty-four years of age, married, several 
years’ experience, A-1 reference. Willing 
to go anywhere. Sample of work on re- 
quest. Address Box Y=9, DISPLAY 
WORLD. 


Two candy plate glass sectional show- 
cases, glass shelves and electric attach- 
ments. Size, two straight ends 2414x58 
inches and curve length 70x24% inches. 


Opportunity Exchange 
Brings Good Results 
at low cost 


$1.50 


per column inch 





Two candy plate glass sectonal show- 
cases, made by William H. Cobb, of 
Sharon Hill, Pa. Two form section cases 
eleven feet by two feet. Seven dividers 
complete and four doors. The case that 
protects displays and sells goods. Practi- 
cal and efficient for candy, cake, delicat- 
essen goods, meats, etc. All plate glass 
and nickel-plated metal. Ships knocked 
down. Cost new $100.00 apiece. Will sac- 
rifice to quick buyer. ii 





DISPLAY MAN AND CARD WRITER— 
Young man now employed in Oklahoma 
desires connection with progressive store. 
Can furnish A-1 references. Samples of 
card work on request. Address Box Y=12, 
DISPLAY WORLD. 


per insertion 


IOUT AUTUMN 


cash with copy. 
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Another horse-shoe case 18 inches high on 


24-inch base. WANT TO BUY POSITIONS OP EN 


CASH REGISTERS 








Four National Cash Registers, No. 336, FIXTURES—Will buy complete set 
ring up to $3.99, in splendid condition, and of used fixtures for small men’s fur- MERCHANDISE 
four small National Cash Registers, ring nishing shop. Must be up to date and MANAGER 
up to 69c, in good condition. in good shape. Address Box Y=5, The 
DISPLAY WORLD. Southwestern department 


Interested parties are invited to inspect : j a : 
the above fixtures, etc., before purchasing, store will receive applications 
and options will be granted immediately, for position to be open Jan- 
so that the goods can be removed on or uary 1. Only first class man 

need apply. State experience 








after December 26th and not later than WAX FIGURES—Am :n the mar- . 
January 10th. Write or call ket for several second-hand wax pa a, expected. City 
a a figures, but must be in fitst-class ee _— 

y a condition. What have you to offer Box Y4 

L. Wolkowitz, Prop., and at what price? Address Box The DISPLAY WORLD 


12 Main Street, Yonkers, N. Y. Y-3, The DISPLAY WORLD. 























Opportunity Exchange for December Issue Closes December 10 
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One Kind of Service 


ZS)HE DISPLAY WORLD in its functioning 
/ as an instrument of service in the interest 
| @ |} of displayman, merchant and advertiser is 
guided by a well grounded set of principles. It set 
out to provide a distinctive, resultful service, and 
to accomplish it perfect facilities for service must 
be available. 

Indeed gratifying are the reports from those in 
whose interest this service is renderd, and through 
written indications is the success of a great DIS- 
PLAY WORLD purpose evident. No better mani- 
festation of accomplishment of any undertaken 
task is possible than the general concession of its 
success by a critical audience. 

Merchants—those great captains of metropoli- 
tan mercantile institutions, as well as the thrifty, 
progressive store keeper of the small town form, with 
display managers, displaymen, and card writers, the 
interested field which our service is designed to reach 
and benefit. 

Then these is the manufacturer and distributor 
of products of merchandise known from the At- 
lantic to the Pacific; from the Artic to the Equator, 
who, with those above, are included within the 
scope of DISPLAY WORLD influence. 

Our assurance concerning the success of DIS- 
PLAY WORLD importance is based on expressions 
from representative leaders in all of these import- 
ant departments of the general enterprise known as 
merchandising. 

Included in and a vital part of this service is the 
development of the profession of mercantile display 
and the general acceptance and practice of its prin- 
ciples; thereby gaining for the exponnent of the 
art greater prestige and a justified conpensation for 
the successful manifestation of his sales genius. 





By a concentrated, well-planned program, The 
DISPLAY WORLD is confident of accomplishing 
much for the displayman, and at the same time be 
of tremendous service in the general development of 
merchandise sales. Evidencing the success that has 
so early crowned our efforts are communications 
received at the office of The DISPLAY WORLD. 
These expressions evidence the distinctive service 
this publication claims as individual to it, since it is 
the only medium preaching the gospel of BETTER 


BUSINESS THROUGH BETTER DISPLAYS and 
broadcasting this message wherever it may in any 
manner be appropriate. This is the only publication 
in the field of display maintaining a department 
in the interest of the manufacturer of nationally 
advertised products; it is the first and only publica- 
tion to champion the work of the Independent 
Display Service Specialist ; it is the only publication 
with a substantial and practical program. 

More than one hundred manufacturers of na- 
tionally advertised products subscribed for The 
DISPLAY WORLD last month. A questionnaire 
directed to this one hundred brought replies evi- 
dencing the fact that eighty-nine of this number 
contemplated an extensive display scheduled for 
1923. One of this number has requested the reco- 
mendation of The DISPLAY WORLD concerning 
a display manager capable of directing a depart- 
ment of the national advertiser. The salary of this 
man is to be $7,500 annually. 


The DISPLAY WORLD advertisers will verify 
the results of DISPLAY WORLD advertising. One 
Chicago firm will confirm the statement that a 
national advertiser requested estimates on 1,000 
special backgrounds during the first week of No- 
vember. The Chicago organization, we have every 
reason to believe, will be given this big contract. 
Another manufacturer of a nationally advertised 


. product, with dealers in 1,700 cities of this country 


and Canada, is now completing details for pur- 


_ chase of display materials from a New York 


manufacturer. We cite these examples because 
of the magnitude of the requisition, and find gen- 
uine pride in stating that in each instance the 
buyer s,ecifically stated in corresponding and inter- 
viewing ‘“e manufacturers of the display equipment 
that his interest in the particular product and man- 
ufacturer resulted through advertising matter as 
presented through the pages of The DISPLAY 
WORLD. 

The foregoing is offered as a specific indication 
of the functioning of The DISPLAY WORLD ser- 
vice. It is through this individual and distinctive 
co-operation that this publication will best serve 
the individual and organization interests of the dis- 
playman, merchant and advertiser. 











Here It Is 
The Complete Family 
of 


Show Card Colors 








Dull Black Medium Green 
Gloss Black Olive Green 
Cobalt Blue Ivory 
Prussian Blue Magenta 
Turquoise Blue Persian Orange 
Ultramarine Blue Purple 
Brown Dark Red 
Grey Light Red 
Gold Vermillion 
Dark Green White 
Emerald Green Medium Yellow 
Light Green Strontian Yellow 
PRICES 

Size Each Dozen 
2 a || a ae: © | ener $2.20 
ae) er — 4.50 
'Ga0z. Bata = 2oscs2ss0-= BPD go ee 8.25 
BonOz.) $OG noe ee eo 5S et 15.00 
Gallon: Jareso-65. 2522 ee 50.00 
Gold—2-02Z.. W2ncccnnnuce ae 3.30 
eR, sccncanninnn RAEN 9.90 





Made Good— 


ey Did It Fast 


Every day that passes brings in more 
orders for W. K. Show Card Colors. 
Among these are the usual large percent- 
age of initial orders, which represents 
new users who are putting these colors 
to the acid test of actual usage for the 
first time. 


Then, the repeat orders listed on our 


_ books serve as conclusive proof that 


W. K. Show Card Colors have not only 
made good in the past, but that they 
have won approval in every case where 
they have been used for the first time. 


Place your initial order with your 
dealer; or— 


Write us today and order a few; then 
prove for yourself what they will do. 


Wallbrunn, Kling & Co. 
327-29 S. Clark Street 


Chicago, Illinois 
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Systematizing the Store System 


Because of inefficient or lack of system tangible results difficult of 
accomplishment—No authentic records to show how or where profits 
are made — General average charge to departments not equitable 


AY =| O chain is stronger than its weakest link. 
eeN Mi Neither does a wheel travel true that has loose 
te spokes, or yet it might be 
said that a great many retail stores in operation today 
run their business in just such a haphazard manner. 

Ask the average merchant how he handles the cost 
of advertising and window display in relation to the 
number of departments in his store, and he can’t for 
the life of him give you a satisfactory answer. In all 
probability he will tell you it’s a charge made to over- 
head expense. 

Under such an unsatisfactory method, how can the 
advertising manager or display manager show tangible 
results in any one instance, not to mention that possi- 
bility in a whole year’s work? That the store is mak- 
ing money and in some instances growing in sales and 
good will, does not solve the problem. There is no 
record that shows when and why profits were made, 
and how. 

How does this affect the store in general? The 
advertising department as well as the display depart- 
ment have no real standing insofar as production of 
profits is coucerned. Under the system, or rather the 
lack of it, there is discontent on the part of buyers, 
managers, etc., resulting in constant changes of help, 
dissatisfaction throughout the organization, with the 
result that the store in many cases is retrogressing in 
spite of what unsystematic reports may show. 

An establishment can only progress and flourish in- 
sofar as it can keep its officers, department heads and 
salespersons happy and contented. Happiness and con- 
tentment create ambition, loyalty and enthusiasm, with 
the result that a store of contented personnel is building 
on a strong foundation. 

Can the net profits be accurately determined in any 
department where a general average only is charged to 
each? No. Because the departments that enjoy the 
greatest number of displays and advertising space dur- 
ing the year are charged with only a part of the general 
average and the burden falls on the departments of less 
magnitude, giving one a greater false profit and doing 
an injustice to those pushed into the background. And 









(a 


here is where the injustice is done to buyers and man- 
agers and heads of stock, who have to make a showing 
on the right side of the ledger at the end of the year. 

Take the average department store of twenty-five 
to fifty departments. Each and every one must have 
window displays and advertising in the course of a 
year. It’s true that some are featured every week, and 
others only in the seasons. Now, if a general average 
is charged to all departments equally, can real enthu- 
siasm, co-operation and good feeling be established on 
this basis? Of course not. 


Every advertising department, as well as display 
department, should be placed un the same basis as any 
other section of the store. They have service to ren- 
der. They have space in newspapers to buy, fixtures 
and display materials to buy—and such items cost 
money. It costs money to operate these departments, 
so why not put them in the productive class? See 
what profit they can make for the store, and learn that 
they are the greatest sales asset the store has. 


System of Charging Important 


Charges should be made for each display according 
to size and location. Place a valuation per day per 


- each window, or per foot front—and so much per foot 


front for side street windows, if a corner store; so 


_ much per day for show cases inside as well as entrance 


cases. Then let the department manager select what 
he wants and the merchandise he desires to display. 

Charges should vary for opening displays, and per- 
haps be reduced during dull months, for sale window 
displays. Such a plan places the display department 
on a working basis, which will show a neat profit at 
the end of the year, and under such a method a budget 
or appropriation can be arrived at so that the display 
manager can plan his work with real confidence in the 
result. 





In the December issue of The DISPLAY WORLD 
the subject of “The Display Department’s Relation to 
the Advertising Department,” and “The Advantages of 
the Double Receipt System” will be discussed. 
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Efficiency Through Responsibility 


Display department should operate as separate unit with display 
manager vested with the authority to direct the complete 
functioning of it—Leading mercantile institutions 
find such methods successful 






foes c HE operation of the advertising department, 
awe a= 4 pila ike Se > 
Fes BS) the functioning of its several subsidiaries, in 


~! 


|G) _} relation one to the other, the method of attrib- 
uting or fixing expenses for the operation of each, the 
method of determining profits accruing from the suc- 
cessful functioning of them, are topics of vital con- 
cern, all under the caption Advertising that will be 


ment. In this manner the display manager becomes an 
executive with power to purchase department needs or 
items which in the display manager’s judgment will 
result advantageously and profitably for his store. 

And it must be agreed that with a responsible de- 
partment manager with power to use judgment in plan- 
ning, supported by finances of his organization, will, 





discussed in future issues of The 
DISPLAY WORLD. 

Strange as it may seem, no 
generally accepted policy of charg- 
ing expenses and determining 
profits of the commonly and er- 
roneously called non-productive 
departments has been adopted. At 
present each store has its individ- 
ual policy, designed naturally to 
serve the need, but there can be 
no denying the fact that in 75 per 
cent. of the cases the systems em- 
ployed are not complete, and rare- 
ly are they intended to correctly 
determine the values of these es- 
sential departments as a produc- 
ing element. Some advertising 
departments work on the budget 
system—others have no such pro- 
cedure, appropriating funds when 
it seems necessary, with little at- 





An article concerning the import- 
ance of the display manager as a potent 
factor in the store organization, sug- 
gesting that his department be operated 
on a business-like basis, with reason- 


able appropriation at his disposal. 


Merchants generally, while acknow- 
ledging the tmportance of display as a 
selling factor, fail to provide for the 
director of this productive department 
a proper place among the roster of 
store executives. The country’s out- 
standing retail successes lhiave long 
since recognized the wisdom and real- 
ized the value of the display manager- 


executive. 


ninety-nine times out of every 
hundred result to the decided ben- 
efit of the organization of which 
he feels himself an important 
member. Only display managers 
of executive qualities are consid- 
ered under this plan, but where 
this system is in effect the results 
are successfully evident. 

The writer several years ago 
urged the separation of expendi- 
tures of the advertising depart- 
ment so as to allow the display 
manager the opportunity to show 
the power of his department, and 
in so doing invariably reduce the 
general expenditures of the gen- 
eral department devoted to adver- 
tising. This would invariably re- 
sult, once newspapers and display 
advertising were classified under 
the respective departments Adver- 





tempt made to foresee future re- 





tising and Display. 








quirements with the resultant 

good that always attends plans thoroughly made and 
studied. Some departments, while accepting the dis- 
play departments as under the general term Advertis- 
ing, seem to forget the fact in budget making, and for 
some unknown reason evidence a sort of passive inter- 
est insofar as the operation of display is concerned. 


However, not all advertising departments are of 
this character, since a number have definite working 
schedules which include appropriations for the display 
department and have fixed and acceptable methods of 
determining results accruing from this department. 
Some stores, the progressive sort, we venture, have 
perfected plans of budget and means of checking and 
determining profits, and place such plans under the 
direct supervision and responsibility of the managers 
of their respective departments. Under this sytem the 
display manager’s demands are considered when pre- 
paring the budget and the amount set aside for him is 
placed at his disposal in the operation of his depart- 


A display manager, in the 
opinion of the writer, is or should be just as competent 
an executive as Friend Advertising Manager. In case 
he is not, the merchant should do as he would if the 
conditions were reversed—discharge the incompetent 
one and get one who can fill the bill. That seems like a 
logical and generally acceptable method of dealing with 
other department managers, so why not the display- 
man ? 

Granted that the window displays form the most 
powerful sales medium of the modern retail store, and 
the display manager has this potent sales influence in 
his charge, where is the logic in assuming that he is 
incapable of directing the expenditures of his depart- 
ment? He is entrusted with many things more value- 
able and requiring excellent judgment, when he is 
given power and authority to portray the store policies 
and to an extent direct the selling of its merchandise. 
Such an executive, we believe, could better direct the 
expenditures affecting the operation of the display de- 
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partment than the advertising man or merchandise 
manager. Today it will be noticed that the most influ- 
ential members of store organizations are display man- 
agers who have long since been granted the authority 
that must be the displayman’s if his department is to 
function in its maximum efficiency. 


William Filene’s Sons, Boston, one of the most 
successful retail institutions in the world, demands that 
the display manager be what the name implies, and 
William Rossiter directs the operation of his depart- 
ment for the best interest of the store, as he sees it. 
And he is backed up by every executive of the organi- 
zation and an annual appropriation usually determined 
on his report when budgets are planned. One glance 
at the Filene store will convince one of perfect co- 
ordination of all departments and special attention will 
be attracted to the method of display and careful 
attention to perfect presentation of the many store 
events. Reliable authority places the rental value of the 
Filene windows at $100,000 per year. 

Display Managers Fraser for Marshall Field & Co., 
Kagey for Mandel Bros., Tannehill for Carson-Pirie- 
Scott, Leaker for the Hub, Harry C. Davis for M. L. 
Rothschild, all of Chicago; Koerber for Strawbridge- 
Clothier, Philadelphia; Cronin for Bamberger’s, New- 
ark, and a hundred others of this type, are granted the 
privilege of directing the operation of their depart- 
ments. They control the expenditures in conjunction 
with it. 

Not only in the metropolitan cities do we find dis- 
play manager executives, since many the progressive 
merchant is quietly operating to his tremendous advan- 
tage in comparatively small cities. It is common know- 
ledge that not all of the genius of the mercantile world 


a 








Display by Raymond T. Whitnah for Crosby Bros. Co., Topeka, Kas. 


is to be found in New York and Chicago. R. T. Whit- 
nah, display manager for Crosby Bros. Co., Topeka, 
Kas., who steps along with the biggest and best artists 
of the country, has for these many years past been 
master of his own department. Mr. Whitnah buys 
what he needs when he needs it, and it is interesting 
to note that his department turns over a tidy sum each 
year through the sale of decorations first used in the 
Crosby windows. 

We believe with Trade Commissioner Ware and 
Mr. Buckley, of Buckley-Dement Co., in that display- 
men are not yet in their deserved positions as members 
of the stores’ executive forces. True, they are doing 
a work incomparable insofar as results are concerned, 
but the men responsible for these results are not justly 
appraised by the directing forces. We believe, too, that 
displaymen are in great measure responsible for condi- 
tions. We wonder when some organization will shoul- 
der the cause in which victorious accomplishment will 
gain for the displayman unhampered dictatorship of 
his department and deserved recognition as an impor- 
tant store executive. 





F. POLLARD CO. CONSOLIDATES WITH 
CLEVELAND STORE FIXTURE CoO. 

The F. Pollard Show Case Co., formerly at 1408 Superior 
Avenue, Cleveland, has consolidated with the Cleveland 
Store Fixture Company, 1307 E. 40th Street, Cleveland. Mr. 
Pollard, by the consolidation, becomes a member of the 
latter organization. 





Plans for elaborate improvements to the store front of 
John F. Kohler & Son, Richmond, Va., have been made and 
include the remodeling of the entire building. 

The front will be finished in handscmely carved lime- 
stone with a unique front entrance of silver metal, similar 
to the entrance doors of the famouns Tiffany’s New York. 
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Getting the Product Displayed 


Investigation evidences problems concerning efficient co-operation 
between manufacturer and dealer—A few interesting findings and 
suggestions for more general display of advertised articles 


ake] HE Research Department of The DISPLAY 
me) \WORLD recently directed a questionaire to 
“Ge || the advertising and sales promotion depart- 
ments of manufacturers and distributors of nationally 
advertised products. The purpose of the questionaire 
was, first, to ascertain, if possible, the problems of the 
manufacturer and distributor insofar as they con- 
cerned themselves with the plan 





vidual and collective concern was registered by manu- 
facturers of nationally advertised products concerning 
what the manufacturers considered an unnecessary in- 
road by department stores into the business of the 
comparatively smaller community merchant. In some 
localities the department store is still succeeding in 
curtailing the business of the neighborhood grocer— 

while in others the big department 





of selling their products through 


store has been met with the keen- 





the appropriate display of them. 
The prompt response to the re- 
quest of the Research Questionaire 
evidenced before the answers were 
read that regardless of the charac- 
ter of the replies and problems, if 
any, The DISPLAY WORLD 
had concerned itself with a mighty 
live and enthusiastic business in- 
stitution —that great enterprise 
comprised of manufacturers of 
nationally known products. 

The questionaires, and the re- 
turns approached 95 per cent., 
verified our anticipated judgment 
concerning the progressiveness of 


The most powerful selling medium 
of modern business is the show win- 
dow and the great sales opportunity it 
holds for manufacturer and dealer 
who efficiently employ it is beyond 
computation. 


An investigation conducted by The 
DISPLAY WORLD proves that the 
co-operation. necessary for maximum 
efficiency 1s not functioning in a great 
percentage of cases. This article dis- 
cusses methods of operation of display 
departments of national distributors 
and suggests solutions for several 
problems now obstructing the efficient 
functioning of co-operative display. 


edged weapons of progressive an- 
tagonism, and the little grocer 
around the corner is still doing 
business. 

We might use this progressive 
merchant as the answer to the 
problem which we have started 
out to solve. In fact, we will say 
that the manufacturer would per- 
haps experience little trouble in 
getting his products displayed if 
all his dealers were possessed of 
the same progressive spirit and 
judgment that made this compara- 
tively small merchant stand up 
and fight the battle against an ad- 





our clientele, and further indicated 








versary so powerful as the great 





that these great producers had not 

one but many problems related to the most efficient 
marketing of their products—but the greatest of all 
obstacles concerned itself with getting their goods ap- 
propriately and generally displayed. And this problem 
itself carried with it many others intimately associated 
with it, yet quite varied, in that the remedies would of 
necessity have to be individually applied and of distinct 
character. 

This month let us consider the problem so generally 
cited through the questionaires as the one of most 
general experience—the problem of getting the far- 
away dealer to display the product. 

A few years ago, and several times since then, indi- 


department store. This merchant, 
and there are hundreds, yes, thousands of his kind, is 
in business today in spite of any attempt to put him 
out, because he realized that progressiveness evidenc- 
ing the desire to serve his community would result in 
the support of the people of that community. He 
realized that, granting he carried the same well known 
products as the department store, he was more conven- 
iently located to serve the needs of the housewife; he 
was known and respected as a citizen and a merchant 
and he had always practiced the principles of square 
dealing. With all these natural advantages he could 
not see how he could be defeated—if he gave service. 
Here was the answer. Through service he became the 
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Co-operative Display Featuring Well-Known Trimble Kiddie Koops 


progressive business man, and in the program of ser- 
vice window displays played the important role. 

Unfortunately all merchants are not like this one, 
and to them is attributed the responsibility that caused 
many a sales promotion man to grow prematurely 
gray, and they who must acknowledge sooner or later 
this responsibility in the unsuccessful business ven- 
tures sponsored by men whose vision was great but 
not great enough to study the human element as it may 
sometimes concern itself with the business of buying 
and selling. 

We said that reports indicate as the greatest sales 
problem of the manufacturer the displaying through 
the window and in the-interior the nationally advertised 
products. The advantage or value of window display is 
generally granted by the manufacturer. Why not by 
the merchant? Why do merchants fail or refuse to 
co-operate through display? Perhaps he knows noth- 
ing of display. It may be that he fears his attempts 
to decorate the window would be so frightfully out- 
rageous that he would lose instead of gain business. 
and maybe succeed—if he 





Perhaps he would try 
had any display material. 

Maybe he is satisfied with his present displays— 
one of those “just gettin’ by” fellows. 

Then perhaps he is just a second-class merchant. 

In the first case, both merchant and manufacturer 
are guilty of unbusinesslike conduct, since the progres- 
sive merchant would attempt to gain some knowiedge 
of display work, while the manufacturer who plans to 
increase his business under present competitive condi- 
tions without the employment of display methods is 
due for the awakening that invariably comes in the 
business world to the unprogressive. Two wrongs 
never make a right, so the advice here is double- 
pointed, with the manufacturer culpable for inefficient 
and inadequate selling service, and the merchant prin- 


cipally because of the evident lack of desire to progress. 

The second case affords a few points of vital in- 
terest. Here is a merchant who handles nationally 
advertised products, but has no display material. In 
this case the manufacturer of the products carried by 
the merchant has, for distribution, what is known as 
dealer helps—display settings and embellishments for 
use in the show window. 

Investigation divulges many interesting reasons for 
failure on the part of these merchants to employ man- 
ufacturers’ display material. And not always is it the 
merchant to be condemned, since many cases have been 
brought to light where the merchant carrying large 
stocks of nationally advertised products had no know- 
ledge of the co-operation provided by the manufacturer 
in the sale of the merchant’s stock. Such a condition 
is uncomplimentary to the department responsible for 
sales promotion and is a marked example of inefficient 
functioning of that department. There should be no 


‘excuse for failure to inform every dealer concerning 


the co-operation the manufacturer is prepared to offer, 


. and great sales volume is being lost through the neglect 


of this important duty. 

Every advertising and sales promotion department 
should have a list of dealers, and should further see to 
it that these dealers received the full advantages of the 
service facilities of the manufacturing organization. 
Then, in case two, it must be admitted that the manu- 
facturer’s failure to extend the necessary co-operation 
resulted in the absence of appropriate selling helps as 
presented in the form of display embellishments. The 
merchant, not responsible, suffers the loss of sales 
which would have resulted had the manufacturer uti- 
lized the facilities of its service departments to the ad- 
vantage for which they were intended. 

Then we have the merchant who has received the 
display co-operation in the form of panels, screens, 
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cards and cut-outs, but who, on arrival, promptly 
consigned them to the basement. This is the merchant 
who can’t see anything to that “darn fancy stuff,” and 
adds “that if people want to buy they will come in and 
ask for what they want.” No, reader, they’re not all 
gone yet. We still have them with us. Going fast, 
perhaps, but always a few to serve, we suspect, as 
“perfect” examples of the unprogressive merchant 
whose power of reasoning or foresight has been of 
such negligible value that when he is sinking for the 
third time in the sea of mercantile competition he still 
reassures himself that people will buy from him be- 
cause he’s Smith, and if they want anything they’ll 
come in and ask for it. 

Education is what this man needs. Reading, plenty 
of reading of papers and journals devoted to his par- 
ticular trade, will be of tremendous assistance in a 
case like this. So also can the manufacturer help. 
Letters, literature showing how displayed products in- 
creased Jones’ profits 40 per cent., will perhaps assist 
in the work of making a progressive merchant out of 
the Smith type. Then there is that direct appeal that 
comes when your salesman calls on Smith. Here is 
the best opportunity to convert him, and unless a sec- 
ond-class salesman sets to work to convert a second- 
class merchant the plan should work out well. 

Not so long ago a manufacturer of a nationally 
known canned product noticed that the merchandise 


wasn’t moving very rapidly in a certain western terri- 
tory. Display material was going out regularly, with 
all other forms of dealer helps. The territory, the boss 
assumed, should be as productive as any other. It was 
decided to send a man into the territory on a tour of 
investigation. After three weeks in the territory, dur- 
ing which every town and city of it was visited, the 
investigator returned. He reported a receptive field 
of consumers but an utter lack on the part of. niost 
merchants to do anything that would tend to stimulate 
any particular desire for any particular product. Fur- 
ther investigation proved that the salesman in that ter- 
ritory had rarely discussed the problems of selling with 
his customers, made no suggestions concerning the 
value of display or the manner in which to use display 
helps sent to each merchant by the manufacturer. 
Then it was also found that this evidence of second- 
class sales ability also manifested itself through the 
almost general complaint of over-selling and under- 


selling. A new salesman was sent into the territory - 


and today 95 per cent. of the manufacturer displays 
are used and the territory leads all others in the matter 
of average sales per store. 

In this particular territory today there are many 
comparatively small grocers and general store operators 
steadily cutting down the inroad made by great depart- 
ment stores and winning in the battle of mercantile 
existence through the practice of modern principles. 


NH 


COMPELLING FOOD PRODUCTS DISPLAY 
et few people realize the many different phases 
of the advertising value of an effective display. 
Apart from actually selling merchandise, a display can 
have an effect of stimulating the sales-people ; improv- 
ing the general appearance of the store ; expressing the 
attitude of the store to its customers; inviting confi- 


dence; showing the policies of the concern; and last 
but not least, the display can be educational. This last 
point is well illustrated in the display of “Importations 
from the Four Quarters of the Globe,” recently shown 
at the Tremont Street store of the S. S. Pierce Co., 
Boston, and soon to make the circuit of their other 
stores. 
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Unusually Effective Educational Display Featuring Food Products. By David A. Morey, Boston 
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Putting Pep in Grocery Displays 


Attractive compelling display of products essential for maximum sales 
efficiency in the modern store—Why department store succeeded in 
obtaining grocery trade—Tie-up with national advertisers profitable 


C UST how important is the question of dis- 
ce play when the store happens to be a grocery 
EY | store? Just what is the status of one whose 
duty it is to display groceries and food products. 





em | 






These questions may be answered in the asking 


just how important is the display to the men’s 
clothing store, the department 


cialty shop the merchandise of the grocery store is 
unlovely in appearance, for most part in monoton- 
ous packages, some round, some square or oblong, 
but never presenting the exquisite beauty found in 

a piece of canton crepe or a foulard. 
At first consideration see the possibility of ar- 
ranging or constructing a back- 





store or the women’s specialty 
shop, and the further query 
“how important are the men in 
whose charge ,are these dis- 
plays?” Just as display, forceful 
yet artistic and appropriate 
forms the most potent factor of 
the selling organization for the 


progressive store of the depart- prestige. 





The possibilities of the display of 
grocery or food products are just as 
great as those of any other merchan- 
dise display. The merchant who best 
avails himself of the opportunity to 
display his products will be richly re- 
warded in increased sales and store 


ground sufficiently strong as to 
attract attention. We may have 
outlined a series of pyramids of 
Ivory Soap or planned to pic- 
ture the Woolworth building 
with Sam Jones sardines serv- 
ing as granite blocks. Either 
one you believe will be powerful 
enough to attract attention. It 








ment, men’s or women’s spe- 


cialty type, so can it be made equally valuable when. 


applied to the modern store selling groceries and 
food products. . 

The need of display in the grocery store, yes, its 
necessity today has resulted not only from the faith 
of the public m displayed products, but in most part 
the day of the grocer calling at the home for order 
and delivering it has gone. Few indeed are the lo- 

_calities where this old system is in practice. 


‘ Women, the supporters of department stores and 


\groceries since assuming her proper place in the 
business and civic activities of life are no longer 
content to buy in the old fashioned way. She has 
arranged her business of home-keeping so as to 
have ample opportunity to go out and shop—and 
you can’t stop her. Just how powerful an influence 
in the world of business she has come to be is evi- 
denced in the attention that is now paid to her by 
merchants and advertising men throughout the 
country. 

Every piece of advertising copy prepared for 
the newspapers, magazines and periodicals are de- 
signed to appeal to the women; not even is the copy 
from exclusive men’s stores free from this appeal. 
Women’s is a delicate, a refined taste for the things 
that are beautiful—the things that are presented in 
a most fitting and attractive manner, and where is 
there a displayman who has not ever in mind the 
fact that his is a femine audience? 


Granting that window and interior display is es-_ 


sential in the modern progressive grocery store, let us 
proceed with the consideration of the actual work of 
displaying its products. 

Unlike the department store and women’s spe- 


is planned to make it massive 
enough at any rate. 

We will grant that most grocery stores have had 
such windows. Ninety percent of them have similar 
examples today, but mass formation though ser- 
viceable in war and on the gridiron is seldom suc- 
cessful in selling through the display window. 
There is another element in display that must be 
considered and mastered before the results are to 
be forthcoming. That is the appeal to the senses. 


If the display is of sufficient strength to at- 
tract attention and hold it for a closer observance 
of the window, then the first step has been success- 
fully accomplished. You have succeeded in captur- 
ing the passerby through the appeal to sight. But, 
now we come to the difficult feature of the grocery 
display. 

Granted, or let us say assumed, that several 
other grocers of the community handle the same 
brand of grocery products that you do. It is now 
a question of who presents them most forcibly, 
and that one will be the merchant who intelligently 
appeals to the senses and most convincingly pre- 
sents the selling points of the merchandise on dis- 
play. In the case of grocery and food products 
the appeal of greatest merit is the appeal to the 
appetite, sometimes called the appeal to feeding. 
If the displayed products can create the desire to 
have, then the sale is inevitable, since the will to 
possess is the fourth and last step in the furiction- 
ing of a successful display. 

The display of food products requires consider- 
able thought, and when merchandise is so presented as 
to meet the requirements (the essentials in other forms 
of display), then the display is successful. 





SO a ih St ES: is LE ROTTS 




















An Effective Display of Canned Products which Resulted in Great Volume of Sales 


The background or setting is just as important 
in grocery displays as in women’s wear showings, 
and the actual presentation of the merchandise is, 
if anything, a trifle more important since you are 
but one of a dozen grocers displaying Post Toasties, 
Ivory Soap or Grape Nuts, while Beck & Co., women’s 
specialty shop, has an exclusive line of French gowns 
—nothing just like them in town. It is quite easy to 
see the point of distinction concerning these varied 
forms of display. 


Then again, whereas it has come to be accepted 
as good display form in certain lines to employ 
only one or two nicely lettered cards, perhaps call- 
ing attention to price only, the grocer’s display 
most needs depend a great deal on cards and signs 
as the means by which and through which the sell- 
ing talk must be “put over.” It is, therefore, es- 
sential that these cards be attractive and show 
through quality of text ample diligent thought in the 
planning of them. 
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RENOWNED WRITER TALKS TO 
ADVERTISING COUNCIL 

NE yell beats any number of whispers,” said 

Arthur Brisbane, generally accepted as America’s 
greatest editorial writer, in addressing the members of 
the Advertising Council of the Chicago Association of 
Commerce, at a recent noon luncheon. The ideas of 
this great scholar are indeed worthy of repeating here, 
and more of his talk to the council follows: 


The rainbow was the first great advertisement. It had 
position. It had color. It held out a promise of benefit in 
effect: “I shall not drown you again if you behave.” And 
then it had the value of repetition, because it is repeated 
in the same position and color and promise after every 
rain. 

The next big advertiser was Caesar, when he wrote on 
the walls of Rome for the people to read just what the 
senators were doing in the senate chambers. These ad- 
vertisements of old contained the elements necessary in 
all great advertising, which are: Advertising must be seen; 
it must be believed; it must create a want. 

Advertising is different because you must make the 
man stop thinking as he thinks and make him think as you 
think and interested in the thing you are interested in. 
It is easy to interest a man in himself. If your advertising 
convinces him that it is good for himself, you have him 
sold. 


One Yell Beats Any Number of Whispers 


Suppose a man comes into this room and wants to reach 
all of you as I am doing. He goes to the man at the door 
and says: “How much will you charge me to whisper?” 
The man says: “I will charge you $2 to whisper.” “How 
much will you charge me to yell?” “I will charge you 
$10 a yell.”” This man buys five whispers and nobody 
knows he is here and he thinks he is advertising. If he 
had bought one good yell you would have said, that is an 
awful bunker, but at least he is on earth. 


Domestic prosperity depends on what we can sell to the 
outsider. Good advertising creates a want and a desire 
abroad, and thus creates employment, prosperity and hap- 
piness at home. 


Don’t take it for granted that the other fellow knows 
all about what you have. Few of us ever know- enough, 
and many of us never know anything. Don’t be afraid to 
keep on telling the world what you have. You have got 
to keep it up. 


Advertising is the heart-beat of business. If you stop 
a man’s heart, he dies. If you stop advertising, business 
dies! 


Bacon said: “Reading maketh a full man; writing an 
exact man, and talking a ready man.” and let me add: 
Thinking maketh a real man! One great trouble with our 
American life is that we have invented every device to save 
us the trouble of thinking. 
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Making Vacant Spaces Productive 


Many merchants have taken advantage of the power of display and 
through appropriate use of it have made vacant and unpro- 
ductive spaces the busiest spots of the store 


ET no space remain idle is good advice for 
every store keeper. Rent is paid for the 
entire store and may be figured at so much 

for each square foot. Proper and efficient methods 

of charging department rentals are figured on this 
basis. Whenever practical, unproductive space should 
be set to work, and it is not at all unreasonable to ex- 





display cases had been provided. Each case was 
about four feet wide and six feet high with a 
depth of about six inches. Articles from the store 
were appropriately arranged against the effectively 
covered backs of these cases, each case showing a 
variety of hardware pieces. 


pect fair returns. 

A certain New York hard- 
ware store, occupying a big floor 
space on the first floor of a mas- 
sive brick building, for years 
made a practice of displaying its 
merchandise on the side-walk 
along the side of the building. 
The front on Main Street pro- 
vided two spacious windows for 
display but the side of the build- 
ing, about sixty feet, had no pro- 
visions for displays. Hence the 
merchant each morning carried 
out merchandise and displayed it 
on temporary benches, barrels 
and boxes. The power of this 
method of advertising was im- 
mediately evident and sales be- 
gan to pick up rapidly. 

Suddenly a notification in a 





The “extra sale” idea is one wortity 
of the consideration of every merchant. 
It affords a means through display to 
turn an unproductive space into a divi- 
dend-paying department, the profits of 
which will pay the store overhead. 
Gardella Company estimates added 
annual sales of $8,000 result from 
small cabinet display. 


The judicial employment of vacant 
space may be utilized as a means of 
service whiie functioning as an active 
selling force. Appropriate displays at- 
tract attention, and it is this attention 
that forms the first step in the process 
of successful display functioning. 
Hence the advice that displays be 
clean, well balanced midst harmonious 
color combinations, and compelling 
enough to create the desire to buy. 


Selling through the power of sug- 
gestion is the instrument of the gro- 


Well selected and particularly effective lighting in- 


stallations served to set off the 
displays in strong relief and the 
passerby thereafter found it dif- 
ficult to pass this series of bril- 
liantly lighted wall cases with a 
thousand suggestions without 
noticing something in which he 
was interested—and buying it 
right on the spot. 

Utilizing vacant spaces and 
thus making them productive 
merchandisers has been of tre- 
mendous assistance in the oper- 
ation of many stores. 
larly are these spaces frequently 
referred to as rent producers 
and discounters of overhead. 

For example: Say you are a 
grocer, a modernly progressive 
grocer with effective window 


Particu- 





rather suspicious appearing con- | 6¢7) display. 


tainer was delivered by the mail 





Appealing to the appe- 
tite usually results in a sale. 


displays, modern store systems, 
courteous clerks, and in every 
degree a believer in service. 








carrier. On investigation the 

notice instructed the store owner to take merchan- 
dise from the side walk and make no further at- 
tempts to thus employ the sidewalk as a display 
facility. All of this was commanded in accordance 
with an old city ordinance, which had been un- 
earthed by a peculiarly interested member of some 
sort of a league apposed to sidewalk monopoly, or 
something similar in effect. To be sure, the mer- 
chant, a law abiding citizen removed with a feeling 
of disappointment, the merchandise from the loca- 
tion of such tremendous worth as an advertising 
medium. 

But this merchant was progressive. He set to 
work at once on plans, that when completed would 
not only provide something more efficient as dis- 
play counters, but something that would also afford 
the desirable adjunct always found in a store or 
window improvement that in some way can serve 
as a prestige builder. The long brick wall was the 
point of attack and within a few days a set of ten 


You have a vacant space just 
to the left of the first counter at the front of the 
store. There is another vacant space in the center 
of the store. The store has no great amount of 
floor space, but a quantity of this space is open. It 
is through the judicious employment of these vacant 
spaces that they may be converted into active mer- 
chandisers. 


Assume that the merchant, whose display space 
inside he has been accustomed to limit to crowded 
shelves above the eye line of the customer, arranges 
in these locations neat displays of small articles of 
common use with appropriate price signs attached 
to each line of product. Right here he has greatly 
increased his chances for additional sales. Dis- 
plays of this character serve sometimes as a re- 
minder of what the patron needs and again the ad- 
ditional sale is made through the power of sugges- 
tion, exerted and made possible through these dis- 
plays that are made without expense to the mer- 
chant, in a space that hitherto has been included 
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Oscar F. Ryan, Huntington, W. Va., Arranged this Display in Window of Local Grocer 








in the cost of overhead, but was not productive. 
And then also, such displays in addition to serving 
in the capacity of sales makers, add attractiveness 
to the store arrangement and create the goodwill 
of your customers. In other words these displays 
are a service mutually enjoyed and equally bene- 
ficial to store keeper and customer. 

How many additional purchases will be made 
during a day, a week or year is beyond calculation, 
but it is safe to assume that a fair proportion of 
customers will if reminded of a need or moved to 
desire through such displays and respond with extra 
purchases. It is these additional sales from an erst- 
while non-productive department that can be made to 
assume the burden of the store over-head. 

The Gardella Company, in the city of Milford, 
Mass., benefits materially through this little sale 
idea. A revolving open cabinet is set in the center 
of the floor, and each day carries a display of num- 
erous small articles that are not displayed in the 
window, and of such size, etc., as to be practically 
unnoticeable when in their locations in cases and 
on shelves. John H. Gardella, owner and manager 
of the store is the authority for the statement that 
the case brings a daily additional volume of store 
sales to the amount of twenty-five dollars. The 
cabinet cost sixty dollars and the display is arranged 
daily by a clerk. Figuring on the basis of $25 a day 
for six days in the week display cabinet sales 
amount to $150 a week, and for 52 weeks such sales 
aggregate $7800.00. These sales, says Mr. Gardella, 
are invariably additional purchases on the part of 
the patrons, who, when making the purchase for 
which they came into the store are reminded that 
they need some such article as displayed in the dis- 
play cabinet, or are moved to buy same through 
the psychological strength of the display. 


The importance and tremendols value of this lit- 
tle cabinet in the Gardella store, the profits on 
which pay rent, gas and light may be readily re- 
alized by any other store taking advantage of the 
opportunity. 

The plan of additional display in the grocery 
store has unlimited possibilities and progressive 
merchants should avail themselves of the benefits. 
Full advantage of display possibilities are yet to be 
taken by stores in the grocery and food product class, 
but there is a decided trend toward its general accept- 
ance. Assisting greatly in this movement, which may 
be appropriately termed mercantile education, are the 
manufacturers of nationally advertised products, 
the work of whose sales promotional departments 
is discussed elsewhere in this issue. 

Remember that additional sale. There are many 
of them awaiting only the progressive merchant 
who seeks them. Let’s inaugurate the system in our 
store that there shall be no such departments or spaces 
known as non-productive. 





TRACEY MEBANE EMPLOYS SQUIRRELS 
IN HUNTING DISPLAY 

Squirrels were used as attention-getters in a window 
of the Vanstory Clothing Co., Greensboro, N. C., recently, 
when display manager Tracey Mebane featured a display 
of hunting togs and essentials. A miniature forest was ar- 
ranged in the window with seven pet squirrels providing 
the completion of the desired atmosphere 





Light sells goods. It gives full advertising value 
to a merchant’s windows, helps overcome the handicap 
of unfavorable locations, saves salesmen’s time, re- 
duces returns and sampling, and increases turnover. 
That is all that is desired by a merchant, and that is 
why the display committee of the Retail Research As- 
sociation is constantly experimenting with improved 
lighting methods for the benefit of its members. 
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LIST OF WINNERS IN DR. SCHOLL 
WINDOW DISPLAY CONTEST 


The complete list of winners in the window display con- 
test conducted by The Scholl Mfg. Co., in conjunction with 
Dr. Scholl’s Foot Comfort Week, has been announced as 
follows: 

Cities Over 10,000 

First Prize $100.00—Won by John Mackey, display man- 
ager, Herpolsheimer Co., Grand Rapids, Mich. 

Second Prize $50.00.—Won by J. B. McGann, display 
service specialist, Washington, D. C. 

Third Prize, $25.00.—Won by Richard T. Kann, display 
manager, R. H. Fyfe & Co., Detroit, Mich. 

Fourth Prize $15.00—Won by R. C. McDaniel, display 
‘manager, R. L. Leeson & Sons Co., Elwood, Indiana. 

Fifth Prizes $10.00—B. E. Northup, F. E. Ballow & Co., 
Providence, R. I.; Harry J. Broome, Ludlow’s, Brantford, 
Ont.; Rothschild & Co., Chicago; A. D. Hopkins, Gimbel 
Bros., New York; Gilchrist Dept. Store, Boston; N. R. 
Spinney, Smith, Metzger, Wright Co., Warren, Pa.; W. 
A. McCormack, The Boston Store, Chicago; Allan H. 
Kagey, Mandel Bros., Chicago; J. F. Beaudry, The Macs 
Ltd., Ottawa, Can.; J. L. Read, Hooper & Son, Jacksonville, 
Ill.; M. Groner & Co., Shreveport, La.; The Fair Chicago, 
and Wieboldt’s, Chicago. 

Sixth Prizes of $5.00 Each went to H. W. Padgett, 
Phelps Shoe Co., Shreveport, La.; J. E. O’Donnell, Zak 
Bros Co., Cleveland; K T. Lee, Jas F. Condon & Son, 
Charleston, S: C.;Geo. A. Lloyd, Streator, Ill.; C. H. Rudes, 
Sullivan, Slauson Co., Utica N. Y.; E. C. Staurt, Nation 
& Shewan, Ltd., Brandon, Can.; Fred Strong, Neill Shoe 
Co., Brantford, Ont.; Wm. Lemke, Thos. C. Watkins, Ltd.; 
H. D. Creelman, W. J. Creelman & Co., Brandon, Can. 


Cities Under 10,000 

First Prize $100.00.—Won by W. P. Stein, display man- 
ager, R. C. Beach & Co., Lewiston, Idaho. 

Second Prize $50.00—Won by F. Bernhard, display 
manager, W. J. Moyer Merchandise Co., Grand Junc- 
tion, Colo. 

Third Prize $3.00.—Won by Bartman’s, Marshfield, Wis. 

Fourth Prize $15.00—Won by The Durant Merchandise 
Co., Durant, Okla. 

Fifth Prizes $10.00—Leon Van Seyor, H. A. Meibergen, 
Downs, Kans.; H. J. McPherson, Claubaugh & Milliken, 
Brownsville, Pa.; H. E. Baxter, Conniff & Toher, Oneida, 
N. Y.;W. J. Greer, Winghani, Ont., Can.; R. E. Newcomb, 
Younge Bros., Camrose, Alta., Can.; G. M. Atwood, J. J. 
Atwood Co., Upland Cal.; H. W. Mackenzie, Mannheimer 
Bros.; Bend, Ore., and David Goldman, S. Goldman Co., 
Mamaroneck, N. Y. 


Sixth Prizes $5.00.—Reginald Wilkinson, R. S. Cruick- 
shank, No. Battleford, Sask.; F. Barth Garker, Yager’s Shoe 
Co., Harrisonburg, Va.; Marie Clowes, W. C. Campbell 
Co., Apollo, Pa.; J. Milton Robey, Graham Co., Hillsboro, 
Tex.; Leo P. Cahill, Deisher & Mowbray, Bradford, IIl.; 
A. C. Wolfe, North Manchester, Ind., and Ernest McMann, 
McMann Store, Thorold, Ont., Canada. 





MANUFACTURERS AND MERCHANTS 
SUGGEST GET-TOGETHER 


EFERRING to the important subject of manu- 

facturer and dealer co-operation, Mrs. Mable 
Ford Leake, writing -for the Birmingham (Ala.) 
News, gives voice to a thought of much merit when 
she suggests: 

Why wouldn’t it be agreeable and profitable to both 
buyer and seller for our wholesalers and manufacturers 
to name a day each month “Birmingham Day”—a day when 
the retailers will be the guests of our manufacturers and 
wholesalers, and on this day have all their products at- 
tractively displayed that selection may be easily made. 
Have their expert buyers of raw products, who are in 
touch with market conditions, right there to offer any 
advance information, and to give helpful hints regarding 
trade tendencies. Then have their expert salesmen on 
the floor to explain new merchandising methods according 
to their view, and a few helpful suggestions from the 
“credit man” would be interesting and beneficial. 

We take it that the plan is essentially a means 
whereby there may be achieved a better under- 
standing between those who are already linked up 
in business Associations. A regular interchange of 
views with an opportunity to discuss subjects of 
mutual benefit would indeed be helpful, and, we are 


quite sure, profitable. 





WINDGW DISPLAYS FEATURE NASHVILLE 
AUTO ROW 


W C. Burke, display manager for The United Motors 
Corporation, Nashville, Tenn., distributors of Durant and 
Star cars, has recently been commended in the columns 
of Nashville newspapers for his excellent window displays. 
Mr. Burke allows no week to pass without some strikingly 


’ effective window showings. 





A New and Practical Display. Case. 


Equally Effective in Any Retail Store 











16 THE DISPLAY WORLD 


Making the Side-Line Pay Dividends 


Many grocers are reaping additional profits without increasing over- 
head through attractive display of fruits and vegetables 
Women desire to concentrate buying 


JOW can sales and net profits be increased with- 
out increasing overhead? In this question is 
summed up the most vital business problem 
confronting the retail merchant today. The sales vol- 
ume to overhead expense is the gauge which measures 
success or failure. 

This question has no doubt caused many merchants 
to spend sleepless nights and do considerable extra 





work figuring and planning how to keep the volume 
up. The average retailer has overlooked one of the 
very best opportunities to increase his volume and 
profits by neglecting the fruit and vegetable depart- 
ment. 

You will find in the majority of grocery stores of 
today modern equipment, such as the following: Elec- 
trical cash registers, meat slicers and grinders, scales, 
modern refrigeration and bookkeeping systems, type- 
writers, adding machines, etc. Yet fruits and vegeta- 
bles are displayed and sold from the original containers, 
such as boxes, baskets, barrels, crates, etc., sitting on 
the floor and scattered all over the store just where the 
wholesaler left them. This method is primitive and as 
old as retailing itself. 





An Unattractive Old-Style Display 


It is nothing unusual to hear a retailer say that he 
is not much interested in a fruit and vegetable depart- 
ment, as it is unprofitable and only a small stock is 
handled as an accommodation; yet this department 
offers an avenue of sales as great or greater than any 
other department in the store; as important as selling 
sugar, bread or other staples—and imagine a store 
without bread or sugar! 

Every American family consumes fruits or vege- 
tables at one or more meals per day, and think what a 
wonderful field this gives the retailer. To cash in on 


these possibilities a retailer must make his fruit and 
vegetable department modern, in keeping with other 
departments of his store. A display of fruits and 
vegetables in the original containers setting on the floor 
and scattered all over the store, does not have the 
appeal value, and confines sales to requests only. For 
the very reason that fruits and vegetables are perish- 
able, they are entitled to more attention than canned 





Making Buying Easy Through E ficient Display 


or bottled goods which are not displayed in the original 
containers on the floor. Such merchandise is taken 
out of the original cases and displayed attractively on 
the shelves. 

By neglecting the fruit and vegetable department 
the retailer has given the peddlers an opportunity to 
become established to the extent that they have be- 
come a menace to the retailer throughout the United 
States. The average housewife would prefer to buy 
her fruits and vegetables at the same place she buys 
staples, but in order to get a selection she has been 
compelled to shop around until attracted by a good 
display. This naturally causes a tendency to shop for 
fruits and vegetables first, and in the majority of cases 
staples will be bought at the same time. 

The chain stores who have been more or less inde- 
pendent regarding perishable fruits and vegetables have 
discovered that the housewife who buys staples buys 
fruits and vegetables also, and within the past year 
some of the largest chain store operators have added a 
complete stock including such perishables as asparagus 
tips, lettuce, berries, etc. 

Illustration 2 shows a modern fruit and vegeta- 
ble department created in the front part of the store, 
where it rightfully belongs. Twenty-four to thirty-six 
bushels can be displayed in a space 34 inches wide by 
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107 inches long. Such a display acts as a smile of 
welcome to every customer entering the store. The 
housewife can stand in one spot and see this large 
stock, making it unnecessary to search around in an 
endeavor to determine what kind of fruits or vege- 
tables to get for the evening meal. Just contrast such 
a display with the first one shown, and you will agree 
that “goods well displayed are half sold.” 

The average housewife enters the store with an 
open mind; such staples as bread, coffee, etc., will be 
purchased even though the stock is in the basement ; 
but to sell fruits and vegetables they must be displayed 


in an attractive manner, and such a display will not 
only increase the sale of fruits and vegetables but other 


merchandise as well. A sale of spinach usually results 
in a sale of pork; lettuce suggests salad dressing, etc. 
One merchant who has had twenty years of experience 
in the retail business stated that he had not made his 
profits on the staples that customers come in and ask 
for, but on the sales created by display. His customers 
who wanted meat would invariably enter his store and 


go directly to the meat counter, and while there could 
not help but see and would purchase other merchandise 
on display in that department. This merchant, too, 
was a victim of displaying his fruits and vegetables in 
the original containers scattered throughout the store 
—a habit acquired in his twenty years of retailing; but 
after adopting this modern method of display and con- 
centrating his fruits and vegetables in a small space 
in the front of his store, he found that practically every 
customer when entering or before leaving would stop 
at the department and, in addition to inspecting every- 
thing on display, would purchase one or more items. 

One can’t find the aisles of jewelry, clothing, shoe 
and department stores littered up with the original 
shipping containers, and the same people who shop in 
these stores shop in food stores, and if the grocer 
would increase his sales he must eliminate the conges- 
ion in his store, thereby giving his customers an op- 
portunity to see the merchandise he has for sale— 
then he can increase his net profits without increasing 
his overhead. 


HUUUAUUVURE HULL 


CREATING APPLE SALES THROUGH 
WINDOW DISPLAY 


Eat Wenatchee Apples, Inc., with headquarters at 
Wenatchee, Wash., firm believers in creating consumer de- 
mand through the power of suggestion as evidenced 
through display has recently issued a new display set for 
use in show windows throughout the country. 

The display consists of newspaper and magazine adver- 
tisements,, trade paper advertisements, dealer helps, min- 
iatures of the 24 sheet bill poster that is being used in large 
cities, and the poster that is being used on elevated rail- 
way and subway platforms in Chicago and New York. 

At the front and center of display is the familiar “Eat 
Wenatchee Apples” strip that is pasted on each box or 
incorporated in the design of the label at the time of 
printing. 

Over the strip are these words: 
which goes with the label. It is a trade mark. 


“Here is the box strip 
It is the 
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property of the growers and shippers of the Wenatchee 
district. It is the final tie-up between our advertising and 
our apples. 

“Note how our advertising urges people to look for that 
strip. If your apples are going out without it you are 
losing out on the value of our advertising. 

“Insist upon it. It’s yours.” 

The above is directed to the attention of dealers. 





COMMENDED ON HONEST 
ADVERTISING POLICY 


Selig’s, women’s clothing and fur store, Indianapolis, 
recently received a letter of commendation from the chair- 
man of the national vigilance committee of the Associ- 
ated Advertising Clubs of the World, because of the store’s 
fur advertising policy. In lieu of advertising Hudson seal 
as the genuine article when it was not, the store called 
attention to the fact. 
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Effective Unit Grouping by E. H. Leaker for the Hub, Chicago 
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Creating Sales Thru Display Service 


Succeesful service plan of National Lamp Works instrumental in 
completing powerful selling campaign 


By N. W. TOWNSEND 
Display Specialist, National Lamp Works 










NT is not to be denied that the backbone of a 
or good window display is usually a striking dis- 
se} play feature. Hundreds upon hundreds of 
National Mazda lamp agents, who are subscribers to 
the National Monthly Window Service, show no hesi- 
tancy in saying that their lamp sales have increased 
anywhere from 25 to several hundred per cent. since 
they have used this service. 

Briefly speaking, this window display service con- 
sists of three posters and a streamer which are sent 
regularly once each month to every National Mazda 
lamp agent who is a subscriber to the service. A spe- 
cial mahogany finished frame for these displays is fur- 
nished and consists of three sections hinged together 
to give a winged effect. The large center section ac- 
commodates a 28x42-inch poster, while each of the 
two side wings accommodates a 21x28-inch poster. 
The cardboard on which the posters are attached is 
held in place in the frame by latches, thus simplifying 
the poster insertion into the frame. The streamer may 





CO 
noe = 
ry , NZ 


7 


‘ 








e on es 


be pasted on the window or tacked up on the window 
background. 

Every angle of lamp and lighting sales appeal is 
covered by these carefully planned and striking dis- 
plays, which are, of course, in colors. A special effort 
is made to tie-up these trims with the national adver- 
tising of National Mazda lamps. Whatever the dis- 
play is, it is sure to be timely, each being absolutely 
different and unique, and sure to reach the lamp agent 
on schedule. 

The value to the dealer in cash money of this 
monthly window service is very real and amounts to 
many dollars. The subscription rate is $5 a year, and 
it is made clear to the dealer that the subscription is 
upon a yearly basis. After a dealer’s subscription has 
expired it is necessary that he again pay $5 in order 
to have the trims sent to him regularly each month for 
another year. 

The dealer is asked to pay this $5 a year chiefly in 
order that the live dealers may be segregated from the 
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Prize Christmas Display by Ellsworth H. Bates, C. W.Klem, Inc.. Bloomington. Ill. 


| 
| 




















THE DISPLAY WORLD 19 





Another Striking Display by Joseph F. Chadwick for Famous & Barr, St. Louis. Mo. 


dead ones. The small amount paid by the dealer is 
but a fraction of the actual cost of supplying this ser- 
vice to him, and it is known that the dealer who pays 
for this service will use it. 

Mention the matter of “animated vs. still window 
display features” and a lively discussion is likely to be 
the result. The question concerning the kind of win- 
dow display features to use has repeatedly come up in 
the National Lamp Works just as it has come up in 
many, many other industrial concerns, and in order to 
get a comprehensive, unbiased viewpoint of this matter 
the Association of National Advertisers was appealed 
to, with the response: “An examination of the ma- 
terial in our files indicates that the animated window 
display is an impractical proposition.” 


Advertisers Favor Still Displays 


The Association of National Advertisers recently 
wrote to some of their members who maintain window 
display services for an expression of their opinion on 
the question. At the time of writing, without excep- 
tion the replies indicated that it was the belief that 
twelve window displays, such as offered by the Na- 
tional Lamp Works, have much more value for the re- 
tailer than only one or two animated displays through- 
out the year would have. 

Today, the National Lamp Works advocate the 
present twelve monthly window displays in preference 
to animated displays, and supporting this judgment 
offer the following reasons: 


1. The lithographed posters to be fitted into a 
three-panel frame give an opportunity for steady tie-up 
with national advertising—whereas the animated dis- 
play used occasionally is an attention getter for only a 
short time. 

2. The average animated display soon loses its ap- 


peal, as novelties are short lived, while the change 
every thirty days has the advantage of keeping up the 
interest of even those who have seen the previous dis- 
plays. 

3. The average dealer would much prefer twelve 
displays—that is, a new one each month—rather than 
have a more expensive animated display, for the ex- 
pense is so prohibitive that only one or two could be 
furnished a year—which would practically form a per- 
manent feature throughout the year. 

4. Scarcely ever has an animated display been made 
“fool-proof.” There is always someone somewhere in 
a store who finds it necessary to tinker with a display 
of this type, which usually results in non-animation. 

5. If the animated displays are motor driven, you 
have the difficulty of various types of electrical cur- 
rent and various fire underwriter requirements. 


6. If the animated displays are operated by clock- 


‘work, you will likely find that nine days out of ten the 


clerk or the office boy will forget to wind the clock. 

7. The general opinion among efficient display man- 
agers seems to be to show the merchandise in as prac- 
tical a manner as possible, thereby creating direct in- 
terest through the power of suggestion for the mer- 
chandise shown. This can be much more rapidly done 
by using monthly still displays rather than by using 
only one or two animated displays throughout the year. 

8. The expense of preparing and operating an ani- 
mated “dealer to dealer” display, or of a permanent 
display for each dealer, is so great that only one or 
two could be offered throughout the year. Grant that 
the animated display is of unquestionably great value 
for a limited time, and does attract attention, yet many 
of those who see the display and who are lamp buyers 
do not need any additional lamps at that time. Later, 
whe~ they are actually in the market for new lamps, 
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Display by Joseph F. Chadwick for Famous & Barr, St. Louis, Mo. 


there is no window display reminder for them to see. 
9. Animated displays require careful packing and 
frequently get out of order. 
10. “Dealer to dealer” service is impractical, be- 
cause (a) displays become damaged in packing and 
shipping; (b) dealer not always ready to use the dis- 


play when it arrives, and installation and forwarding 
delayed; (c) a lack of adequate supervision; after 
some time. it is not possible to trace a large proportion 
of the displays; (d) difficulty of interesting the dealer 
to the extent of having him supervise the packing and 
shipping details. 


NUVLAUHATU TUT AE A 


Displayman As Store Manager 


Chain stores confronted with difficult sales problems due to compe- 
tition which demands ability to display effectively the products 
carried—Displaymen will solve problems 


ONTINUING from last month’s article con- 
cerning the future of the independent display 
service man as afforded through the general 

embracing of the cause of window display by manu- 
facturers and distributors of nationally advertised 





products, it may be opportune to suggest another field 


in which the future of displaymen generally, service 
men specifically, is indeed golden. 

In speaking of the great advantage at the command 
of the displayman, like in all other forms of business, 
profession or sport, we naturally and at all times refer 
to the advantages that are to be taken from the future 
by men who are proficient in their profession, men who 
have improved their valuable time through study and 
practice of those things essential to perfection of their 
profession and powerful assets as a means through 
which he may rise to greater heights. 

In this article we will refer to the opportunities for 
progressive, energetic displaymen as presenting them- 
selves through the field in which operates the chain 
store. Today the chain store is a powerful factor in 
community and national business. The annual sales 
turnover of the many institutions operating stores 


throughout the country is tremendous. Excellent sys- 
tems guide the successful functioning of the various 
chains and each individual link of it—yet the chain 
store has one great, seemingly unsurmountable prob- 
lem—the problem of window display. 

Even where great chain organizations have dis- 
playmen in its big city stores, this fact has not solved 
the problem so generally experienced and sorely in 
need of remedy if the possibilities of sales are to be 
garnered with maximum efficiency. 

Chain store managers throughout the country have 
continuously urged their organizations to give them 
some advice and assistance concerning window display. 
Requests have flowed in without interruption for some 
suggestion that would assist in some way the increase 
of sales. Chain store managers have noted the com- 
petitors’ business gradually increase while his own re- 
mained at a standstill or showed a tendency to decrease. 
Customers had frequently passed favorable comment 
concerning the appealing windows of Smith & Co., and 
some had even been known to enter Smith’s store be- 
cause of something they had noticed in the show win- 
dow. 
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There are many chain stores today—the majority 
of them, perhaps—whose local personnel consists of 
the manager and one or two clerks. The manager is 
responsible for the operation of the business and suc- 
cess or failure depends on his ability to produce. And 
here it may be mentioned that the chain store manager 
must be a merchandise man, a displayman, a clerk, 
bookkeeper, and also evidence that judgment ordinarily 
expected of a store executive. The manager of the 
chain store has found little difficulty in meeting the 
requirements of a manager, a clerk, bookkeeper and 
executive, but in 95 per cent. of the cases he has failed 
as a display manager. Hence the steady stream of 
requests for the headquarters to issue display helps. 

A number of big chain store organizations, realiz- 
ing the importance of display as a sales stimulator, set 
to work on the problem, with the result that many of 
them engaged the services of well known display man- 
agers. They were acquainted with the problems and 
set to work. From this step came departments for 
designing, constructing and distributing of display 
material and suggestions. 

Yet this development, great improvement as it was 
and, true, a solution for some, did not dispose of the 
problem for all, and today the problem of satisfactory 
display methods is still the enigma of chain stores in 
the comparatively smaller cities throughout the coun- 
try. The plan to design, construct and erect displays 
at the display headquarters, photograph and send with 
instruction sheets to all dealers, left the problem still 
unsolved in many cases. 'The system works well for 
the chain store grocer who includes in his stock Quaker 
Oats, Dutch Cleanser, Bon-Ami, Post Toasties and 
similarly nationally known and used products, and little 
difficulty is now experienced by the chain store cigar 


store, paint and drug stores, but the chain store men’s 
furnishing manager is still crying for help. 

True, he has in stock a few items nationally known 
—Paris Garters and Arrow Collars—but what.can be 
done to assist him in the moving of hats, caps, shirts 
and other items? The chart and specifications which 
so well assist the sales in New York can not be used 
in Pocatella since the merchandise used in the New 
York display will not appeal in Pocatella. Men’s fur- 
nishings demand frequent changes, sometimes two 
and three a week, with different patterns and weights 
necessary. Then the seasons vary as to date according 
to the section of the country. [hen again must be 
considered the fact that since merchandise that is pop- 
ular in New York and otherwise in Pocatella, the 
headquarters organization in giving appropriate assist- 
ance to every sub-manager would be forced to divide 
its purchases of merchandise into a variety of classes 
and to design, construct and distribute a great variety 
of display settings which, at best, could not be em- 
ployed generally with any degree of uniformity. Dis- 
play material issued for use on March 1st would per- 
haps find employment several weeks later, after the 
company’s advertising program, originally designed to 
co-operate with the displays sent out, had spent its 
force unsupported through that powerful factor. 

The solution of the chain store problem, in so far 
as it concerns stores devoted to the merchandise known 
as men’s furnishings, can and will be best solved by 
the general appointment of efficient displaymen who 
have made the best of the many opportunities to be- 
come efficient on matters of merchandising and store 
routine. These men can advantageously solve the 
problem, and when they are so placed the sales volume 
of the chain store will show a tremendous increase. 
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LINTZ CO. FEATURES WELL-KNOWN HOSIERY 
BRANDS IN GREAT SALES EVENT 

The Lintz Company, Guthrie, Okla., has adopted the 
policy of regular window displays featuring nationally 
known products. The plan includes a practical tie-up with 
their newspaper advertising, and executives of the store 
pronounce the plan a great success. 

A recent plan devoted the entire window space of the 
front to the showing of Luxite, Kayner, McCallum and 
Phoenix brands of hosiery. Appropriate newspaper copy 
co-operated with the displays and resulted in one of the 
greatest special features ever introduced by this progressive 
store. 





ATTRACTIVE AND COMPELLING DISPLAY 
ARRANGED BY LEWIS MOORE 


A display of great strength and attention value is now 
in one of the windows of the Interstate Hardware Co., 
Bristol, Va., where display manager Lewis Moore has 
featured hunters needs. 

The background is formed by a rail fence extending 
the width of the window. Shotguns and rifles are resting 
against the fence, with hunting coats hanging on it; shells 
are scattered around on what represented the ground. 

In the center of the window near the rear is a stuffed 


bald eagle, which, owing to the skill in which it was 
placed on its perch, looks very life-like. To the right is 
a quail which appears as though it is about to take flight. 
Near the base of the stump on which the quail is perched 


‘ is a grey fox which has its foot caught in a steel trap. 


The window contains many other fowls and one live 
squirrel which adds attractiveness to the display. The 
boxes of shells are arranged to spell “Peters’ shells.” The 
window effectively presents also “L. C. Smith” shotguns, 
Savage rifles and revolvers. 





BEDELL COMPANY APPOINTS DOUGHERTY 
DISPLAY MANAGER OF 34th ST. STORE 


Rchard Dougherty, well-known figure in metropolitan 
display activities and formerly in charge of displays for 
Orkin’s, and the Lener Blouse Shop, has been appointed 
supervisor of the display department of the 34th Streeet 
store of the A. M. Bedell Company. 





GROCER TAKES FIRST PRIZE IN 
BETTER HOMES DISPLAY 


W. J. Sannebeck Grocery Co., Mexico, Mo., was awarded 
first prize in the recent “Better Homes” contest conducted 
by the local branch of the Better Homes For America 
Committee. 
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A few days ago the manager of a 
About the big department store in an Ohio city 
Displayman’s ,; , quarter million population visited 
eid the office of The DISPLAY WORLD. 
His mission was an important one. He was in need 
of a display manager for his store, and sought the 
co-operation of the editor in securing the services 
of a competent-man. 

The matter of store policy was discussed—his 
store policy—and other details peculiar to the work 
of suggesting the right man for the position. This 
gentlemen, manager and owner was insistent that 
the man for the job be one who had accomplished 
things, one who in addition to being the artist, also 
had successfully manifested executive essentials. 
He must know merchandise, must be competent to 
direct his department and men under him. He 
must be of such tact and temperament as to work 
harmoniously with all other department heads. And 
he must collaborate perfectly with the advertising 
manager. 

Men who can meet satisfactorily all of these 
requirements are not to be found without a job— 
yet this exacting store owner stipulated that the 
salary for this high-powered executive would be, 
at the start, the magnificent sum of $40.00 per 
week. 

The editor instituted an argument designed to 
bring this merchant to a reasonable attitude con- 
cerning the value of the displayman to the retail 
store. The result of the suggestion may be con- 
sidered at least partly successful in view of the 
acceptance of a man for the post at $65.00. 


In the course of the interview the owner-man- 
ager devulged the fact that he paid his advertising 
manager a sum approximating $10,000 a year. 

A good advertising manager is worth this 
amount—and much more—according to his accom- 
plishments, yet it is quite beyond clear comprehen- 
sion. how a merchant can estimate his advertising 
manager’s worth at $10,000 and that of the display 
manager at $2,080. 


It is a policy among big and successful advertis- 
ing companies to comb the country for men of 
worth. Salary is of little consideration when the 
right man is available. These institutions have 
come to learn that it does not pay to put the ad- 
vertising responsibilities into the hands of one not 
equipped to turn results. The progressive retail 
institutions generally operate on this basis, and 
today it is not unusual to find the department store 
advertising manager drawing a salary of $15,000. 


As a responsible moulder of public desires 
through the power of display the display manager 
is the store’s most efficient sales stimulator—exert- 
ing his skill and mercantile judgment in the form 
of appropriately selected and ingeniously arranged 
merchandise. We cannot account for the variance 
of department head salaries when estimating the 
respective value of them and when granting that 
the capabilities of each are manifested to a degree 
of maximum efficiency. 





The fellow that, in our opinion, is an 
Would Be obstruction to his own advancement, is 
Shunned the lad who takes by th ; 
In Hades ee 

walks you six blocks to Bill Smith’s 
store where Dick Millward holds sway as director 
of displays and then gushers forth in loud gusto to 
the effect that he could put those Millward displays 
in the shade—IF HE COULD SPEND THE 
MONEY MILLWARD SPENDS. 

You’ve heard that fellow. Don’t you quite agree 
when we suggest his banishment to hades, Sing- 
Sing or Milwaukee? 

That fellow, so centered in his own narrow at- 
mosphere, undoubtedly never asked himself the 
question: “Why can Millward spend money while 
my boss won’t allow me the personal handling of a 
dollar?” There’s a whole lot in the answer. 

He reminds us of the fellow who sits through 
an open-discussion meeting, hears nominations 
made and officers elected, and other important ac- 
tions taken without offering a suggestion or voic- 
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ing a protest—but when the meeting is over tells 
how the whole affair should have been conducted, 
how totally incompetent were the men elected and 
in general condemns the collective and individual 
wisdom of every one but himself, yet never evi- 
denced the inclination during the meeting to avoid 
any of these catastophes. 





Displaymen, masters of the art, have 


At Last! ——_ for years decried the lack of a com- 
= gaa petent text book devoted to the im- 
oni a portant phase of display work gen- 


erally known as draping. Granted 
by the most successful of the profession as such 
these men at the same time attribute in great 
measure their recognized leadership to their dili- 
gent and long study and practice of this difficult 
fundamental. 

A book, covering the subject in detail, with 
graphic charts and illustrations employed to clearly 
demonstrate the practical application of draping 
essentials, is now in the final stages of preparation. 
It will be ready for publication on or before the 
first of the New Year, and will present the subject 
from the pen of Jerome A. Koerber, for years the 
recognized authority on the subject of draping, who, 
at present, directs the display department for 
Strawbridge & Clothier, Philadelphia. The demand 
for this work will be great. It is only reasonable 
to assume that since The Art of Draping will pro- 
vide for the first time, since the establishment of 
window display as a department of mercantile 
importance, a thorough course of authentic instruc- 
tion on the important subject of draping 

Requests for copies may now be made with de- 
livery of the book scheduled for January lst. The 
pre-publication price is $3.00. Send orders to Book 
Department, The DISPLAY WORLD, Cincinnati, 
Ohio. 





The DISPLAY WORLD is indepen- 
Organization dent. It has no axe to grind. It is 


—— obligated to no one only insofar as 
By me om it has as its great object the develop- 


ment of the profession of the art of 
mercantile display. Through a program of distinc- 
tive, helpful service, we have no doubt of the im- 
portance this publication will be in the general es- 
tablishment of the display manager as an executive 
force with the responsibilities and privileges com- 
mon to any important business executive. 


Being independent is an advantage—and a pleas- 
ure. We can, in keeping with our principles, re- 
joice and give evidence of our satisfaction in the 
recent announcement coming out of New York to 
the effect that J. J. Cronin, that able display execu- 
tive of L. Bamberger & Co., Newark, N. J., has 


been unanimously nominated to succeed himself as 
president of the Metropolitan Display Men’s Club. 

His election is, of course, assured and with it 
the general display profession will benefit. It is our 
prediction that after June, 1923, “Jack” Cronin will 
be in the chair that has needed his ability and exe- 
cutive leadership for many years past. The general 
profession with its association have sadly missed 
the influences for great development such as men 
of the “Jack” Cronin type can give. 

Not unlike any other business, organization, 
local state or national, the displaymen’s organi- 
zation to assume proper position and influence must 
be guided and represented by men of outstanding 
ability and accomplishments. More Millwards, 
Goettmanns, Wendels, and Cronins should be found 
amongst the official roster of display association 
executives. 





Most of us have, at some time during 
A Lesson our business experience, been called 
from the upon to test our sales propensities. 
Salesman é 

Whether the experience proved success- 
ful or not perhaps does not matter now, but sales- 
manship, it seems, is something that all of us should 
know at least something about. There is no tell- 
ing when we may be called upon to sell—perhaps 
our ability, and capabilities. 

Whatever it might be there is the possible—yes 
probable chance that something in knowledge of 
sales essentials will in some manner determine the 
gain or loss of something beneficial to us. It may 
be the determining essential in placing us in or 
withholding from us some position of great pres- 
tige and profit. Through the interest in salesmen, what 
they are doing, methods used in selling, etc., much of 
general interest and benefit is to be learned. 

One great institution with salesmen operating 
in every corner of the globe has reported that there 
are generally nine reasons why a merchant won’t 


_buy, and if every one of us would study these rea- 


sons and apply them to our own particular business 
—or the business of life—and be able to successfully 


‘combat and break down the obstacles that may be 


termed as synonymous to the nine barriers to a sale 
—then we would indeed be better able to carry on 
in the business and civic world. 

The nine reasons given by merchants that may 
be likened to the series of difficulties to be en- 
countered in the daily routine of our own work are: 

Too Busy Today—What Have You?—Not In- 
terested—We’ve Tried It Before—Not Buying a 
Thing—We’ll Want One Next Fall—We’ll Consider 
the Matter—I Like Your Competitor’s Product— 
The Price Is Too High. 

Interesting processes of the accomplished sale. 
Can you get any good out of the ladder of suc- 
cessful selling as applied to your own business ? 
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STAMP COLLECTIONS AGAIN PROMINENT 
IN WINDOW DISPLAY 


Window displays featuring the showing of stamp col- 
lections have again become popular with many stores and 
banks. A Boise, Ia., store recently presented a display, 
the collection of a number of boys of the city, with stamps 
of unusual curiosity and worth included. 

The revival of stamp displays has, perhaps, in gieat 
part been due to the recent sale of the famous Ferrari 
.collection by the French government, in which one stamp 
was @eld for $34,000. Then, too, the issuance by our Zgov- 
ernment of the 1l-cent stamp with portrait of Ruthertord 
B. Hayes, and the 5-cent stamp bearing the portrait of 
Theodore Roosevelt, has perhaps been instrumental in the 
renewed interest. 

Another new stamp will make its appearance on No- 
vember 11, a 50-cent stamp, to be known as the Arlington, 
commemorating Armistice Day. 





BODEY GOES TO CEDAR RAPIDS 


C. E. Bodey, for several years director of the display 
department for the Ashton Dry Goods Company, Rock- 
ford, Ill, has been transferred to the Denecke Dry Goods 
Co., Cedar Rapids, Ia. 





P. P. KOEHL WINNER IN NATIONAL 
DISPLAY CONTEST 


Announcement has been made ‘by the Gainsborough 
Company that P. P. Koehl, display manager for the G. 
W. Dietrick Drug Company, Orrville, Ohio, has been 
awarded one of the $25.00 prizes in the display contest just 
conducted by the former company. Mr. Koehl, winner of 
several national contest prizes in a communication from 
the Gainsborough Company was especially commended 
for his powerful and attractive display of hair nets manu- 
factured by the sponsors of the contest. 
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H. H. RIEGEL STATES EMBELLISHMENTS 
ARE NECESSARY 


HE background suggestion reproduced on this 

page comes from H. H. Riegel, display manager 
for the Wolff & Marx Company, San Antonio. Mr. 
Riegel’s work has frequently been cited in many of 
the country’s business papers and his instructions and 
suggestions concerning the use of composition board 
have been of great assistance to young display artists 
and to merchants in small cities doing their own dis- 
play work. 


With his most recent contribution Mr. Riegel in- 
cludes a few words concerning decorative embellish- 
ments for the men’s wear window and reiterates the 
importance of artificial flowers and plushes. Great 
success has followed his displays where these impor- 
tant decorative items were appropriately employed. 
Plush colors that should always be on hand, says Mr. 
Riegel, are green, purple, royal blue, gold and red. 


Composition Board Practical 


Composition board, this artist, like hundreds of 
others, considers the displayman’s most practical and 
convenient essential. Referring to its many uses, Mr. 
Riegel discloses a manufacturer’s instructions for use 
when composition board is to be covered with monks- 
cloth, decorative paper or any fabric. After the board 
has been placed and nailed, apply a coat of shellac over 
the nail-heads, and if the completed installation is to 
be exposed to heat a coat of flat paint should be ap- 
plied to the composition board service before covering. 
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Suggestion for Window Setting by H. H. Riegel, Wolff-Marx Co., San Antonio, Tex. 











THE DISPLAY WORLD 25 


Brown Decreed the Seasonal Color 


Back in favor following several seasons of inactivity in fashionable 
modes—Now promises to be most popular for winter season 


By H. H. ADLER 


Authority on Fashions, New York City 








~ 23 ROWN, a color that has not been favored by 
DS Ky] Dame Fashion for many seasons, is due for 


Aye heavy play during the coming winter season. 
Indications augur for its prominence above all other 
colors, with many new and subtle shades of interest 
appearing as combinations of the favored brown. 

In selecting colors to combine with brown, one 
can no longer group brown into one large general 
classification. There are the mahogany browns, the 
cinnamon browns, the pheasant, muffin, and bronze 
browns, and certain contrasting colors combine with 
particular shades of brown far better than they do with 
others. While the mahogany browns cry for greens, 
the pheasant browns combine much better with violets, 
and the bronze browns call for red. To find the par- 
ticular shade of green which combines best with pheas- 
ant, or the proper red for the bronze, carries the prob- 
lem still further. 

It is no longer accepted that brown will combine 
with any color or that any shade of blue is good with 
any shade of brown. Particular shades of blue are 
unquestionably good with certain tones of brown, but 
with others they are likely to make weak and ineffec- 
tual combinations. 

In these days of discriminating color, when the 
right or wrong touch makes or mars a model or display, 
careful consideration of the various types of brown 
and the colors with which they can best be combined 
will pay the displayman or merchant in the distinctive 
results he obtains. 

Browns may be classified into four general types: 

Type 1—Brownish Red. These are browns which 
contain a great deal more red than brown, and in this 
type are classed mahogany, russet, terra cotta, henna, 
maroon, etc. 

Type 2—Reddish Brown. These are the browns in 
which there is discernable a strong reddish cast. In 
this type are classed chestnut, gold brown, topaz, 
pheasant, onion-skin, etc. 

Type 3—Yellow Brown. This is the largest class 
of browns and includes all those shades which can be 
loosely classified as pure browns. They do not have a 
reddish or a greenish cast. In this type are classed 
seal, tobacco, beaver and the new toast and muffin 
shades ; also tans, sands and beiges. 

Type 4—Green Brown. These are the browns in 
which there is a decidedly greenish cast, and this type 
includes the bronze and old gold tones. 

Many smart sweaters and knitted sports costumes 
are being featured this season in the mahogany and 


russet shades. Any of the tones of blue-green, ranging 
from turquoise to deep peacock are good with mahog- 
any and russet. The new Lanvin green also forms an 
especially good vehicle for effective combination. 

Orange or flame color should not be combined with 
the mahogany shades, while reds and reddish purples 
are also in disfavor. The disastrous result of such 
combinations was witnessed lately in some knitted 
sports scarfs and tams in which henna was combined 
with a vivid orange and red. They were sold finally to 
the highest bidder. A strong pure green is also not a 
good combination with mahogany or henna. 


The colors to be avoided with the reddish brown 
shade are harsh yellows or mustards, while pure blue 
must be carefully handled. 

The early success in the retail trade of silk and vel- 
vet dresses in tobacco brown, beaver, and toast shades 
has established these shades as important ones for the 
Fall and Winter season. All tones of violet from deep 
pansy to lilac are good with these shades. 

An attractive Canton crepe afternoon frock of the 
new toast shade was recently shown on 34th street, 
New York, trimmed with Oriental banding, embroi- 
dered in violet and gold threads and large greenish blue 
glass beads. The same shade was displayed in a gown 
a little further down the street, but this gown was 
trimmed in a red and yellow silk of Paisley design. 
The effect was decidedly cheap. 


The beige and beaver shades are good with deeper 
brown of the same cast, 7. e., browns which do not have 
the reddish tinge. Beige and lavender are always good 
and beaver goes very well with a deeper violet. 

Blouses this season show a decided trend toward 
metallic effects. Blouses of bronze or old gold in me- 
tallic brocades or beaded or embroidery effects are 
being featured by the better houses. These browns or 
old gold shades combine most attractively with the 
fuschia and American Beauty reds. 





The display window of J. A. Patterson Plumbing and 
Heating Co., Topeka, Kans., recently installed a display 
featuring in detail a complete installation of the new Fair- 
banks-Morse home water plant in operation. Appropri- 
ately lettered cards bringing out the advantages of the 
new plant were used in conjunction with the display. 





Max Genereaux, display manager for the Missoula Mer- 
cantile Co., Missoula, Mont., has been generously com- 
mended on his strong co-operation through window display 
with the Ole Beck Post No. 209, Veterans of Foreign Wars, 
Missoula, in its drive for funds to be employed in the con- 
struction of a club house. 











26 THE DISPLAY WORLD 


Salesroom Efficiency Thru Display 


Automobile dealers sensing the strength of well displayed merchandise 
as a sales force adopt the general scheme of mercantile display— 
Will serve as important factor in sales making 


ONVERTING the automobile salesroom into 
| a show place where atmosphere and environ- 
ment conform perfectly to the luxurious 
models of the latest automobiles shown, was first con- 
ceived and put into practice by George A. Smith, na- 
tionally known display service specialist, New York 
City. 

The foresight of this great artist, who has been in 
great measure instrumental in popularizing many profi- 
table display methods, has resulted in a general ac- 
ceptance of the value of appropriate display embellish- 
ments by leading automobile and accessory dealers 
throughout the land. Quick to sense the great possi- 
bilities of Mr. Smith’s suggestion, salesrooms rapidly 
took hold of the idea and during the past three years 
a tremendous stride has been noticed in the specialized 
field of display.- Sales managers and dealers were 
quick to appreciate the logic of the display artist and 
agreeing that regardless of what this or that fellow 
said relative to the merits of this or that car, there is, 
in selling, always the necessity of considering the ele- 
ment of psychology. 





It was agreed by members of the individual selling 
organization that an automobile prospect would, be- 
fore making a decision, inspect several cars. Then, 
too, there are many cars on the market today in the 
various priced classes, incorporating many identical 
features, and the almost positive action of the pros- 
pective buyer in seeking information relative to not 
one, but several cars, makes it wise salesmanship on 








the part of the dealer to get the prospect to investigate 
the merits of his car. And here again there arose the 
question of how to get that investigation from those 
who at the time were giving little or no consideration 
to any car other than one like Jones had. 

Mr. Smith’s suggestion was to display the auto- 
mobile—as a women’s specialty house would display 
a rich and brilliant creation of a French designer. 
Show it in its proper environment—make it attract 
attention; and that attention having been obtained, 
have the product so displayed that certain features of 
it will immediately register a favorable impression. 
Once this impression is made, there is seldom any 
chance of its passing from the memory of the one who 
saw it—if he is a prospective buyer. 

According to the strength of the display will be 
formed the strength of register of the picture, and it 
is dollars to burnt matches that that prospect will, 
perhaps not then, but before he makes a selection, 
visit the show room where the appropriate display was 
made. True, there may be several such displays, but 
once the favorable impression is made it is then, as in 
all forms of selling, up to the salesman and the merits 
of his product to put over the sale. 

The same intense thought and diligent consideration 
general in the big mercantile institutions of today, 
which concerns itself with the comfort and service of 
customers can with equal results be applied to the auto- 
mobile salesroom. Merchants do not confine the activ- 
ities of their display managers to the show windows 
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Effective Display by R. F. Stratton for the B. F. Goodrich Rubber Co., Akron, Ohio 
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Another Striking Display by R. F. Stratton for the B. F. Goodrich Rubber Co., Ohie 


alone. They are equally solicitous of the interior with 
its many departments, the lobbies, restaurants and 
rest-rooms, and well they realize that service and com- 
fort midst a pleasing atmosphere is conducive to better 
spirit, more buying and lasting customers. 


Studebaker Rooms Beautiful 


The Studebaker corporation was one of the first 
organizations of the automobile industry to substan- 
tially install in its salesrooms the modern idea of dis- 
play, and today no matter where one may go, if there 
is a Studebaker salesroom there, and if: it is one of 
those operated by the Studebaker corporation, he will 
find the standardized window valance and side cur- 
tains, beautiful in its rich fabric and pleasing tone. 
Window boxes filled with flowers, ferns and foliage 
also form a prominent feature of Studebaker windows, 
or more correctly, salesrooms; while beautiful foun- 
tains, sometimes of wicker and again plastic composi- 
tion, are frequently employed. . 

One of the most inviting and pleasing rooms in all 
Chicago is that of the Broadway Buick company where, 
once entered, the environment and beautiful models 
can not fail to register a lasting and favorable impres- 
sion of the product on exhibit. This organization re- 
cently expended one thousand dollars for installation 
of window drapes and valances. 


Smith Leads in National Werk 


Mr. Smith, earlier referred to as the father of the 
idea which has made show places of béauty out of 
what were formerly bare, uninviting spaces, realizing 
the great possibilities of this branch of display work, 
has for several years been confining his time to it, and 
from it he has built for himself the reputation of the 
country’s greatest and most successful display special- 
ist in the field featuring display of nationally adver- 
tised products. Who is there who has not seen and, 
we venture, been sold at one time or another through 
a display of products made by the United States Rub- 
ber Company? These displays are designed and their 


construction supervised by Mr. Smith and sent to 
dealers throughout the world, and today display is 
considered by this great institution as a powerful force 
co-operating as the clinching link in a tremendous ad- 
vertising schedule. 

R. F. Stratton, director of the display department 
for the B. F. Goodrich Rubber Co., Akron, Ohio, is 
another artist in the field of specialized display, and 
his work is attracting wide attention and bringing big 
returns to his organization. Mr. Stratton is a firm 
believer in the power of suggestion and cleverly and 
forcibly evidences it in his displays. It will be noticed 
through a review of his displays featuring the famous 
Goodrich Silvertown Cords and reproduced here, that 
he has succeeded well in making them attractive. They 
are pleasing to view and have that certain dignity that 
is bound to register favorably on those who are at- 
tracted by them. The strength, the smoothness and 
the absolute reliability of Silvertown Cords are here 
strikingly and forcibly presented—yet not a word is 
said or written that in any way claims any of these 
qualities for the displayed product. Such text is un- 
necessary when a product is known and presented as 
Mr. Stratton has succeeded in presenting it. The 


power of suggestion is here excellently illustrated. 





POST OFFICE WINDOWS TO BE 
USED FOR DISPLAY 


The Post Office Department appreciates the value of 
display and in a lengthy report to post-masters throughout 
the country calls attention to the great amount of valuable 
display space going to waste within the respective offices, 
and indicates that striking poster and other forms of dis- 
play exhibits will be available for windows and other spaces 
within a few weeks. 





DISPLAYMAN PRAISED ON ANNIVERSARY 
DECORATIONS 


Jack Cameron, display manager for Harris-Emery Co., 
Des Moines, Ia., has been commended by merchants from 
every point of the Hawkeye state on the wonderfully effec. 
tive window and store decorative treatment during the ob- 
servance of the Harris-Emery 55th anniversary. 
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Sport Accessories in Men’s Stores 
p 


Reviewing an experience with a well-known displayman—A few 
reasons for diligent consideration in the displaying 
of sporting goods and accessories 


ECENTLY, while conversing with the display 
manager of a large and widely known clothing 
store in a large middle-west city, the subject 

drifted, as it is ever sure to do when talking to a man 

of his profession, to the beauty of his displays. 

The writer and this artist were standing close to the 
entrance on the main front. Leisurely we moved along 
the great stretch of glass behind which appeared some 





truly excellent examples of men’s wear displays. The 
topic drifted up to his studios on the top floor of the 
modern and stately building. I inquired of his sys- 
tems, of his assistants and other points concerning 
which I had much interest. I learned that he had a 
system—a good one, and that his duties were greatly 
lessened through the assistance of three junior dispiay- 
men. 

By this time we had arrived at a window devoted 
to sporting goods—automobile tires, robes, drivers’ 
coats and all forms of accessories so frequently seen 
in a sporting goods window. The effect of this partic- 
ular display was quite the opposite of those we had 
just reviewed, so much different, in fact, that I could 
hardly withhold the expression, “Junk.” Then came 
the surprise. This display manager, well known and 
considered an artist of more than ordinary ability, in- 
formed me that. “That sort of stuff is beneath my 
handling. I told the fixture boy to dope this out and 
the next time old calls me on it I'll tell him a 
few things about merchandising he doesn’t know. That 
sort of junk is alright for department stores, but 

















Display of Electrical Supplies by H. H. Cowan, Display Speciatist, Lansing, Michigan 


should have no room in an exclusive men’s store like 
this.” 

The quotation may have varied a bit from his actual 
utterance—and I do confess that a bit of the alteration 
comes of necessity rather than choice. However, the 
thought.of the displayman is correctly presented. He 
opposed in the first place and even questioned the judg- 
ment of his successful employer in maintaining a 
sporting goods department which included automobile 
tires and accessories, and as a consequence would not 
bother with it. 

It is hoped that there are few such displaymen as 
this one—displaymen of such narrowed or neglected 
business vision. A lesson can be gleaned, however, 
from his expressions, and concerns a subject so vital 
in reality that it must be considered as one of essential 
importance in the business life of our country. 

We are absolutely sold on the advisability of in- 
cluding in the big men’s wear stores a sporting goods 
department incorporating all those essentials and con- 
veniences to all forms of indoor and outdoor sports. 
Those partaking of the enjoyment and benefits of rea- 
sonable and active games and exercises are not only 
adding to their facilities to appreciate and enjoy life 
more, but they are contributing in great measure to 
the happiness and substantiability of our country’s 
greatest essential—business. 

The Berlin Economic Monthly, which came to hand 
a few days ago, interestingly and forcibly presents 
facts and statistics that may be employed in support 
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of the assertion that a window devoted to the display 
of sporting goods, automobile accessories, etc., is, or 
should, be made of equal importance with any display 
featuring a showing of the latest fads in men’s wear 
or the most artistic showings of exclusive house fur- 
niture. 

The review concerns itself with the subject Motor 
Cars, and says that “the number of motor cars in a 
country is today the measure of the people’s prosper- 
ity.” Proving the assertion, the Economic Monthly 
offers a few figures disclosing the fact that in the 
United States one person out of every ten owns a 
motor car; in Great Britain, 1 out of every 91; in 
France, 1 out of every 176; in Belgium, 1 out of every 
228; in Italy, 1 out of every 690, and in Germany, 1 
out of every 666. It is further pointed out that today 
the United States has 11,000,000 automobiles to 2,000,- 
000 in all the rest of the world. 

It requires no stretch of the imagination to appre- 
ciate in some degree the tremendous business enjoyed 
by this country as a result of the motor car. And 
readily also may we appreciate the possibilities of sales 


of accessories and conveniences yearly realized through 
the purchases of these 11,000,000 automobile owners. 

Commenting on the article as published in the Ber- 
lin Economic Monthly, George W. Hinman, nationally 
known writer and economist, offers the additional sta- 
tistics which inform us of the fact that motor car 
drivers in the United States, counted now as salary 
earners rather than wage workers, are paid annually 
the sum of $650,000,000, and that the industry itself 
is responsible in this country for $4,500,000,000 worth 
of independent individual middle-class business enter- 
prises and occupations for every calendar year. 

An industry so important that, should it suddenly 
fall to the level of the similar industry in Italy or Ger- 
many, the shock would be felt throughout the length 
and breadth of America and cut off from the wage 
earner nearly $6,000,000,000 annually, throw the coun- 
try into a severe economic condition through unem- 
ployment and wipe out thousands of individual busi- 
nesses, is indeed important enough for the considera- 
tion of the displayman who would discard as unim- 
portant the display of automobile accessories. 
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Importance of Senses in Sales-making 


All senses appealed to in the process of modern selling, but sight leads 
all others as responsive and determining factor 


By H. H. COWAN 
Display Specialist, Lansing, Michigan 






N making a study of the importance of sight, 
H or vision, in the making of sales, we must 
ERP} first consider sight in relation to our four 
other senses. These five senses of ours are: seeing, 
smelling, hearing, touching and tasting. Even a 
superficial study of the subject will at a glance, 
prove that the sales appeal through sight is by far 
the most important. This is true because our 
principal media of advertising appeal to sight; 
namely, window display, newspaper advertising, 
catalog, circulars, letters, show cards, bill boards, 
etc. 

In order to get definite statistics on this subject, 
one of the large department stores of Philadelphia 
made a study of many thousands of their sales, 
and found that 87 per cent were sold by the attrac- 
tion of sight, 7 per cent by the attraction of sound, 
consisting of sales influenced by the efforts of the 
sales people, 3.5 per cent. by the attraction of smell, 
1.5 per cent by the attraction of touch, and 1 per 
cent by the attraction of taste. 

Actual statistics of this kind most graphically 
illustrate to us how important it is for the merchant 
to give the greatest amount of attention to those 
forms of advertising that appeal of sight. 
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There is probably no advertising of such great 
appeal as the show window, this being due to the 
fact that the purchasers see the actual merchandise, 
and are attracted to beauty of colors and forms con- 
tained either in the merchandise itself or in the win- 
dow decorations used to enhance the beauty of the 
goods on display. 

Another very interesting test that gives us some 
comparative figures on the value of sight as im 


. fluencing sales, was the test made quite a number 


of years ago by the Grand Rapids Advertising Club, 
in connection, I believe, with the Y. M. C. A. adver- 
tising course. The test was made on a hundred 
young men who were asked to make a statement 
as to what influenced the purchase of their last suit 
of clothes. Twenty-nine per cent were regular cus- 
tomers of the store, 25 per cent. we influenced by the 
window displays, 25 per cent were recommended 
by friends, 10 per cent were influenced by newspaper 
ads, 5 per cent by special sale prices, 3 per cent by low 
prices, 3 per cent by circular letter, and 2 per cent 
because they were conveniently located. 

A study of these figures show that window dis- 
play, newspaper advertising, special sale, low prices, 
and circular letter, are forms of advertising that 
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Unusual and Effective Machine Display by L. F. Dittmar for Rike-Kumler Co., Dayton, Oivio 


appeal to the sight, make a total of 43 per cent. 
We now come to the 51 per cent influenced be- 
cause they were regular customers of the store, or 
were recommended by friends, and realized that the 
original influence that brought their friends and 
themselves to be regular customers of the store 
was probably due very largely to some form of 
advertising that would appeal to their sight. 

If sight is of such importance in the selling of 
merchandise, it goes without saying that any im- 
provement made in window display and printed 
forms of advertising can be taken advantage of by 
the live-wire merchant to increase his sales over 
the sales of competitors who are less attentive to 
details of this kind. 

Colors and form are two very important fac- 


tors in getting attention, and there are some colors 
that appeal more strongly than ohers. All colors 


are made of three primary colors—red, blue, and 
yellow. Generally the primary colors seem to at- 


tract more attention than other colors and shades 
made from their intermixture. Red is the color that 
has been found to be strongest as an attention 
getter. The simple test to use in this connection is 
to place various colored pieces of paper in front 
of a child, and it will be found that in practically 
all cases the child will pick the red piece of paper. 

Just because red is the color that attracts most 
attention is no reason why it should be used very 
largely in window work, because unless it is the 
correct color to use in your color combination, it 
would be better to use it very sparingly or not at all. 
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ROBERT LAFFERTY DIRECTS SUCCESSFUL 
DISPLAY COURSE AT ELY & WALKER’S 


The first experiment of the Ely & Walker Dry Goods 
Co., St. Louis, Mo., featuring a two-weeks’ course of in- 
struction in window display, proved highly successful. 

The instruction was under the supervision of Robert 
Lafferty, display manager for Ely & Walker, with mornings 
devoted to window display and afternoons featuring classes 
in show card writing. In the latter John H. De Wild had 
charge. 

Regular demonstrations and text lessons played a promi- 
ment part in the course, with daily quizzes serving to keep 
tthe students on edge. As a part of the final examination 
each student was required to create and install displays 
suitable for Spring, Autumn, Christmas and Easter in addi- 
tion to making show cards to be considered appropriate 
for the seasonal window showings. 





Alterations at the Fleishman Bros. store, Anderson, 
S. C., provide for the addition and enlargemeat of several 
departments, while the window frontage wit: be materially 


increased. 


L. S. AYRES’ POSTER CONTEST 
PROVES POPULAR 


Winners in the L. S. Ayers Poster Contest, held in 
conjunction with the 50th anniversary of the L. S. Ayres 
Co., Indianapolis, have been announced as follows: 

First award, $200, Herman E. Jackson, of Greenfield, 
Ind., student of Chicago Academy of Fine Arts; second 
award, $100, Gordon Mess, of Indianapolis; third award, 
$50, Harold C. Martin, of Indianapolis; fourth award, $25, 
W. Hurley Ashby, of Indianapolis; fifth award, $25, Ethel I 
Schacherer, of Indianapolis, Ind. ; 

Altogether 109 posters were submitted. The judges 
listed for honorable mention posters by Phil S. McCarty, 
Mrs. C. H. Kuhn, Josephine Hollingsworth, Ellsworth L. 
Davidson, Paul A. Kruse and Ben F. Caldwell, of Indiana- 
polis; H. Watts, of Madison, N. J., and Miss D. Van Young, 
of South Bend. 





M. Gilder is now in charge of window and interior dis- 
plays for the Abrams Company, high-class specialty shop 
in Asbury Park, N. J. He previously had been connected 
in the display departments of leading New York stores. 
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Chicago Monthly Display Review 


State Street windows in exceptional beauty preliminary to Opera 
Opening—All stores feature rich gowns and millinery— 
Motion display at Rothschild’s attract crowds 


ISPLAYS at Marshail Field & Co. have been 
AY of unusual interest during the past few weeks, 
eg due to the showing of apparel for the opera, 
which opened in Chicago on Monday, November 13. 
Mr. Fraser -took ample advantage of this opportunity 
in its greatest sense by showing the most exquisite 
creations imaginable. The large corner window, the 
week previous to the opening of the opera, had four 
wax figures gracefully posed, showing gowns for the 
opera. Two were of the new green in velvet, and an- 
other displayed a cape of silver brocade and one a 
beaded creation; designs of Paul Poiret, Bernard, 
Miller Sours and others. 

Other State Street windows were used with telling 
effect in the showing of opera apparel for women, 
these featuring colored velvets, metal cloth and bro- 
cades. One display of millinery, probably the most 
unusual ever seen in metallic creations, in the widest 
' diversity of models ever gathered under one roof, with 
everything from poke bonnets to a new turban with an 
upright plume fourteen inches high, to picture hats of 
great width with a veil drop of thirty inches. Russian, 
Egyptian and Spanish period styles were represented. 

One w.ndow showed the new plaids in gossamer 
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A Recent Display by J. E. Tannehill for Carson, Pirie, Scott & 





thinness in yellow, green and purple. A ribbon display 
of new metallic fabrics up to twelve inch width was 
out of the ordinary in silver, gold and colored combi- 
nations. Representative showings of furs, coats and 
women’s suits, with a splendid showing of children’s 
evening wear on posed wax figures, were among other 
interesting presentations. 

The Boston Store is in the midst of their annual 
November sale of dress goods, showing chiffon velvet 
brocades artistically arranged over simple T stands and 
set off to splendid advantage by harmonizing ostrich 
plume furs. Strong displays of women’s ready-to-' 
wear grace several of the State Street windows, most 
attractive in arrangement, with a price appeal hard to 
resist. Infants’ wear occupies an entire large window 
arranged with infants’ furniture and life-size dolls, in 
conjunction with which are displayed all the needs and 
accessories for the little tots. 

The Fair has devoted one entire window to a 
Government postoffice display that gathers the crowds 
by thousands. The display features three Government 
employees active in handling mail in a cancelling ma- 
chine which cares for 500 letters per minute. The 
Chicago office has thirty-one of these machines, which 
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cancel a half-million letters per hour. The public is 
cautioned in connection with the necessity of using 
care in addressing of letters, since twenty-five million 
letters go to the dead letter office annually. Another 
machine ties sorted letters into packages and distributes 
them into their respective sacks. 

Another display that attracts wide interest is a 
window of the Chinese game “mah jong” in a clever 
setting of Chinese furniture, vases and figures. Strong 
display is made in a double window of metallic mil- 
linery trimmed with most fantastic metallic foliage in 
silver and gold, with touches of brilliant colors. 

Pre-Christmas showings cof dolls, jewelry and 
leather goods occupy other windows. An unusual dis- 
play is made of Muriel hair nets with a boudoir effect 
by using a French dressing table and full-size wax fig- 
ure posed with six wax busts in various colorings, each 
with the proper colored net. Nets in process of manu- 
facture add much from an educational point of view. 

At Maurice L. Rothschild’s the same high standard 
in the showing of men’s wear and furnishings is in 
evidence. Harry Davis, display manager, is showing 
winter suits and overcoats, strongly featuring brown, 
with accessories to match. Brown show cards lettered 
in white are featured, while pheasants, squirrels and 
partridge mounted in life-like manner are placed to 
advantage throughout the displays. Mannish tailored 
coats and sport togs are presented for women, with 
decorations of peacock feathers and bright red bitter- 
sweet foliage. 

A Stetson hat display is most compelling with the 
use of a life-size painting draped with green velour. 





A View Showing the Great Arcade of the New Bedell Store, Chicago 


New silver, gold, brown and black velour hats are used. 
Oak leaves and metallic-centered acorns are tastefully 
utilized as an embellishment, with a green card and 
white lettering. 

The public is always interested in anything that 
moves in the show window, and they are surely enter- 
tained by one display of an unusual character now 
showing at Rothschild’s department store. The display 


features a reproduction of St. Anthony’s Falls, Minn., 


with the flour mill of the Pillsbury Co., known as their 
No. A mill, placed on two high bluffs of solid stone 
through which rushes the river that drives the water 
turbines, furnishing power to the mill by a 3,000 horse- 
power cable, with the Chicago & St. Paul railroad rep- 
resented in miniature, and a bridge and spillway to the 
left. The mill is seven stories high and shows grinding 
machines, packing machines, purifiers and all impor- 
tant operations up to sacking the flour. Each floor has 
its electric lights, power and employees, and the display 
forms a wonderful novelty and advertisement. 

An outstanding merchandise movement is the sur- 
plus sale of Claflin’s (N. Y.) stock. A one-million 
dollar clearance of dresses, coats, furs, children’s ap- 
parel, corsets, curtains and kindred lines is now fea- 
turing at Rothschild’s. A life-size photo is the central 
feature in a window of Pictorial Review patterns, with 
drapes of velvets, Paisley and Persian cloths in brown, 
blue and apricot in a splendid and artistic treatment. 

The Hub can always be relied on creating favorable 
attention in its windows, and at present several displays 


are better than ordinary—even for the Hub. Sport- 
ing goods feature strongly and are presented in such a 
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Fall Opening Hat Display by Joseph Chadwick for Famous & Barr, St. Louis, Missouri 


manner that sportsmen can not resist. Strong show- 
ings of winter wear for men are featured in the ma- 
jority of the windows, with wide attention given to 
dress gloves, using full-size leather skins for decora- 
tions. Steamer rugs are used over plateaus to splendid 
advantage and give a touch impossible with any other 
material. One large display is featured with a full-size 
steamer trunk filled with men’s shirts and all acces- 
sories. 

The outstanding feature at F. B. George’s is a large 
window devoted to the showing of opera gowns and 
capes. Greens are strongly played, and all are in tones 
from the lightest sea foam green to the deepest metallic 
and almond greens. -Cloaks and capes are trimmed in 
white fox, metal trimmings being in evidence. 

At present all the windows of Bedell’s are complete 


as to construction. The feature is the use of black rugs 
on the stone floors, which adds the proper warmth, and 
the present windows form a great improvement over 
previous displays. Millinery, suits and shoes are fea- 
tured, as well as all accessories of milady’s toilet. The 
center island window has a new back-hanging of Ro- 
man blue velour with silver border. Wear for the 
opera is shown here in elegant taste on full wax posed 
figures, showing silver beaded, silver metal and Roman 
blue gowns with hats to match. 

Half of the State Street windows at Carson-Pirie- 
Scott’s are devoted to men’s wear, with each window 
representing a different room in the home by the addi- 
tion of the correct furniture, etc., with smoking stands, 
card tables, pipes, cigars, cigarettes and ashes care- 
lessly strewn around as a man does in the home. 


ANU HUTT 


CODE OF-.ETHICS ADOPTED BY 
RETAIL CLOTHIERS 


A new code of ethics to govern not only retail business, 
but also the relations between retailers and consumers was 
adopted at the recent meeting in New York of the National 
Association of Retail Clothiers. This new code is the 
following : 

“We admit that the cornerstone of commerce is in- 
tegrity; that the assets of any commercial institution con- 
sist of honesty and business character first—and after that, 
service and merchandise. 

“We hold paramount the truth that advertising is a 
covenant with the public; that the spoken or printed word 
is as binding on performance as an oath in a judical 
tribunal, as sacred as the personal pledge. 

“It is our constant aim to so administer the affairs of 
this institution that indivitual service to the consumer is 
not diminished or minimized by reason of volume of trade; 
that interested, personal service, based on the needs and 
requirements of the individual, is our first duty and chief- 
est task. 

“Mutual exchange of confidence between buyer and 
seller is essential. We affirm that the history of any arti- 


cal of merchandise cqncealed beneath trade expressions or 
symbols (the meaning of which leads the buyer to form 
an opinion more favorable than would obtain without such 
disguise) is unfair to the buyer, and therefore contrary to 
our ethics.” 

“Window Display Advertising” was the subject dis- 
cussed by I. F. Kalb, of Meyers Bros., Springfield, II1., 
before the members of the Abe Lincoln Advertising Club, 
of that city. 





WINS THREE NATIONAL PRIZES 
IN. AS MANY MONTHS 

Philip Banks, display manager for Banks Drug Store, 
Lake Linden, Michigan, has received a check for $50.00 
from the Gainsborough Hair Net Company, which is the 
award due him through his successful window display of 
Gainsborough hair nets, a photograph of which was en- 
tered in the national contest recently conducted by the 
Gainsborough Company. 

This lastest award marks the third success in as many 
months for displayman Banks, since he has recently been 
a winner in the Pictorial Review, and Maudeen national 
display contests. 
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With the New York Displaymen 


Month of varied features brings out diversity and versatility of displays 
and artists—Lord and & Taylor features Horse Show 


By WILLARD D. HART 
Special Correspondent for The DISPLAY WORLD 


m>|)HE Horse Show, the Opera, and Hallowe’en 
all came in for a share of the honors in the 
ou main show windows of the local stores during 
» rm) month.. Those stores that did not feature 
these events were too busy featuring their own affairs, 
such as the opening of new additions, celebrating their 
anniversary sales and current events. The minds of 
the display men, at the time of the issuance of this 
number, are focused on the Christmas season and ap- 
propriate decorations for the same. This month will 
be a busy one, as practically all stores have their open- 
ings at this time. 

Among those who had outstanding Hallowe’en 
windows were R. H. Macy & Co., Inc., Best & Co., and 
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W orld Fashion Tablet at Orkin’S New York 


The window at Best & Co.’s 
was especially attractive. Here a forest scene was re- 
produced, the entire background consisting of bushes 
and heaps of autumn leaves. In the rear right-hand 
corner was an especially bushy spot. Behind a log a 


Cammeyer, shoe shop. 


pumpkin head with a body of black satin moved up 
and down, and its arms and legs flapped at the same 
time. Around this scene stood several dolls dressed 
in orange colored garments watching with wonder- 
ment the moving pumpkin man. The floor was cov- 
ered with a grass mat. 

At R. H. Macy’s the window was mainly for the 
purpose of showing Hallowe’en favors—not apparel. 
Here the center of attraction was an enormous party 
snapper measuring about five feet long, and was sur- 
rounded with pumpkin heads, black cats and other 
favors of black and orange color, backed with a drop 
of black satin. 

An outdoor scene was also depicted at Cammeyer’s. 
Here the lighting effect gave a night atmosphere and 
showed dolls dressed in orange and black costumes in 
the act of entering a tent made of black and orange 
crepe paper. Pumpkins and autumn leaves hung from 
the ceiling and some were scattered on the floor of 
grass. 

Lord & Taylor featured first the Horse Show and 
then the opera in their windows recently, with the 
Horse Show attracting especial attention. L. E. Weis- 
gerber, display manager, maintained the same excellent 
judgment in co-operating with the event that has char- 
acterized his work of previous events of this character. 
The opera displays were beautiful, but with no dis- 
tinct setting feature. 

Charles DeVausney, at A. I. Namm & Son, Brook- 
lyn, had a novel opera window picturing a box at one 
of the opera houses filled with prominent people 
dressed in evening apparel. Wax figures successfully 
carried out the idea of the people in the box. 

L. S. Plaut & Co., Newark, capitalized the issuance 
of new Roosevelt five-cent stamps by showing them 
in a window display of men’s furnishings and announc- 
ing that they were the first in Newark to offer them 
for sale. The stamps were neatly placed around a pic- 
ture of Theodore Roosevelt, which was situated in the 
center of a setting of men’s furnishing goods. 

The interior decorating department at Abraham & 
Straus, Inc., Brooklyn, just recently caused quite a stir 
in the local retail field when they built two model 
apartments on the fourth floor of their store for the 
purpose of showing their customers how to furnish 
their homes and at the same time to illustrate how 
cheaply one could put an apartment in proper order. 
One apartment has three rooms, the other has five. 
The three-room apartment with complete furnishings, 
including everything except that supplied by the land- 
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lord, will be furnished by the store for $695, and the 
five-room apartment for $1,325. These model apart- 
ments are carried out in minute detail. As one enters 
he passes a switchboard, lobby table and an elevator, 
and then enters the apartments, the three-room on the 
left and the five-room one at the right. As one looks 
out of the window from the five-room home, his gaze 
rests on scenery which represents that seen at Pros- 
pect Park Plaza, a beautiful spot in Brooklyn. Out of 
the three-room apartment he sees Manhattan Bay in 
the distance. 


Blumstein Has Arcade Front 


The main feature of the new $1,500,000 store just 
built by L. M. Blumstein on 125th Street is the western 
style of island arcade window display front. At each 
side of the two main entrances are windows, and be- 
tween each entrance is a stretch of big display spaces. 
Behind this stretch an arcade runs and behind this ar- 
cade another row of windows. This allows for double 
window space in a limited number of feet frontage. 
This store has a beautiful front of renaissance bronze 
and granite, is five stories high and is the largest store 
north of 59th Street in New York. Merchants*from 
all over the district visited the store on its formal open- 
ing on Monday, October 30. 


Entire Floor for Knit and Sport Goods 


The Bedell Co., 34th Street, have struck a new note 
with the opening of a separate floor for the sole pur- 
pose of knitted goods and sport wear. The department 
has been laid out with side fixtures from which arms 
extend for the purpose of standing forms for display 
purposes. The walls are covered with lattice work, 
and this in turn with clinging flower vines. At the ex- 
treme end a beautiful fountain sends a continuous 





Drape by Herman Frankenthal, B. Altman Co. 


stream into a basin, and lighting effects and flowers 
produce marvelously beautiful effects. 

John J. Cronin, display manager of L. Bamberger 
& Co., Newark, was visited recently by a delegation of 
local display men to congratulate him on the fine work 
he produced in the decorative features of the new 





Display by John R. Patton for tite L. S. Ayres Company, Indianapolis 
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Canning Display by L. F Dittmar for Rike-Kumler Co., Dayton, Ohio 


$1,500,000 addition to the Bamberger store. Mr. 
Cronin has worked steadily on this project and has not 
even stopped to take a vacation. The results he has 
obtained are wonderful. In connection with the sport- 
ing goods department a model clubroom has been built 
with a background representing the front of a club- 
house. The room is appropriately outfitted with loung- 
ing chairs and settees, a writing table and current 
sporting magazines. 

On the third floor is a room for negligees, and an- 
other room for the showing of evening gowns has a 
small stage for the purpose of better presenting the 
fashions. Blouses are in a separate little store built 
on this floor. The children’s barber shop is on this 
floor and has in conjunction a large and pleasant play- 
room. 

L. Bamberger & Co. recently introduced a novel 
ruling in regard to its displays. No price tickets or 
signs of any description will be shown in conjunction 
with any merchandise. If sale merchandise is shown 
there will be no signs to indicate that it is such. Win- 
dow space will not be allotted to basement departments. 

That progressive women’s specialty shop at 34th 
Street, Orkins by name, is taking full advantage of 
every opportunity to gain for itself added prestige and 
the general acceptance of their theory of greatest dis- 
tinctive service. Publicity stunts are in great favor in 
the campaign of store advertising, and in order to 
obtain this prestige in all its strength the management 
and advertising department have turned to the show 
window as the most effective instrument to be em- 
ployed in the campaign. 


In a recent display the windows featured an entire. 


setting from the photoplay “When Knighthood Was 
In Flower,” employed in conjunction, being the orig- 
inal gown worn by the star, Miss Davies, in this par- 


ticular scene. The gown was made of velvet, jewel 
ornamented and trimmed with white ermine. In con- 
junction was featured a large painted portrait of Miss 
Davies, placed in the center of one of the world-wide 
fashion tablets recently erected on either side of the 
main entrance to the store. 


Orkin’s Fashion Tablet 


This world-wide fashion tablet is worthy of con- 
siderable attention, since it affords a most attractive 
decoration for the store entrance and at same time is 
indeed a practical method in which to feature latest 
fashions through portrait, or even utilized as a space 
for store and sales activities, announcements, etc. 
Each tablet includes three clocks, one showing New 
York time, one London time and the third Paris time, 
thus linking up in the idea of world-wide. Each tab- 
let cost $2,000 to construct and erect. 


Progressive Publicity Features 


To be sure, the main purpose in the functioning of 
these tablets is to create attention to the world-wide 
fashion features of Orkin’s merchandise, and at this 
time the progressive institution is endeavoring to make 
satisfactory arrangements for a foreign news service 
which will make possible the prompt illustration of 
latest foreign fashions in the display centers of the 
fashion tablets. The spaces are also employed, from 
time to time, to present beautiful photographs of fam- 
ous actresses gowned by Orkin’s. Laurénce McArdle: 
is display manager here and much of the progressive 
Orkin’s tendencies are the result of this artist’s accom- 


plishments through the windows. 
t) 





P. B. Cleaver has been appointed manager of displays. 
Puritan Clothing Co., Dallas, Texas. 
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METROPOLITAN DISPLAYMEN CONSIDER 
DATE FOR CONVENTION 


At a recent meeting of The Metropolitan Display- 
men’s Club, held at the Hotel Breslin, the question of 
changing meeting dates for the I. A. D. M. convention 
was discussed. 

Originally scheduled for Cleveland, June 11, 12, 13 
and 14, President William H. Teal, LaSalle & Koch, 
Toledo, Ohio, had solicited the opinion of the metro- 
politan men concerning the advisability of a change of 
date in view of the convention of the Grottos, sched- 
uled for Cleveland at the same time the displaymen’s 
convention was planned. 

George Rooney, display manager for Abraham- 
Strauss, suggested that it would be inadvisable to meet 
at the same time as the Grottos are in Cleveland or 
immediately after, in view of the fact that perhaps 
35,000 people will attend the Grotto meeting and thus 
engulf the displaymen, numbering perhaps 2,000. To 
follow the Grottos would be equally bad in effect, so 
as the only alternative June 7 was suggested as the 
opening date of the displaymen’s meeting. This sug- 
gestion has been communicated to President Teal. 

The following display managers were unanimously 
nominated to the various offices of the Metropolitan 
Display Men’s Club for the year 1922-1923: 

J. J. Cronin, L. Bamberger & Co., Newark, presi- 
dent; Edward Munn, Franklin Simon & Co., vice- 
president ; A. W. Malet, R. H. Macy & Co., Inc., secre- 
tary, and Lawrence McArdle, Orkin’s, treasurer. 





LONGMIRE IN CHARGE OF PUBLIC 
UTILITY DISPLAYS 
Leon Longmire who prefaced his apprenticeship in the 
display department by a thorough course in scenic paint- 


ing, is now in charge of the display department for The 
United Electric Light & Power Co., New York City. 





CANTON ELECTS OFFICERS AND HAS 
LIVELY DISPLAY PROGRAM 


The Canton Display Men’s Club at a recent meeting 
discussed plans for the progressive development of the 
the assocation and selected officers for the term of 1922- 
1923. 

C. O. Schank, of the William R. Zollinger Co., has been 
named new president of the club; Perry Hunsicker, of 
Johns & Sons Co., Alliance, vice-president; W. Holmes, 
of the Better Stores, Canton, secretary; H. L. Scoville, 
of the Better Stores, Canton, treasurer, and R. A. Garver, 
of Strasburg, O., a vice president. 

The meeting was preceded with a banquet at the Norther 
Hotel. Draping demonstrations, men’s wear displays, and 
interesting shoe grouping, were some of the program 
features. 

Membership in the club is confined to advertising and 
display men of Canton, Alliance, Massillon and Strasburg, 
O. Monthly meetings are planned and special features will 
be on the program each month. Plans are under way to 
send a good representation to the State Display Men’s meet- 
ing in Cincinnati. 





ALEX MacDONALD MADE DEAN OF UNIVERSITY 
OF MINNESOTA DISPLAY COURSE 


The University of Minnesota has perfected plans for 
the inauguration of a course in window display and show 
card writing, and has selected, as supervisor and instructor 
of the course, Alexander MacDonald, display manager for 
Glass-Block, Duluth, Minn. Mr. MacDonald’s latest honor 
will be pleasingly noted by the displaymen of the country, 
who have come to know his work through its general refer- 
ence in the country’s leading mercantile journals. 

The new course will include seventeen weeks of in- 
struction in show card writing and a similar schedule will 
include the study and practice of display work. 





UNION CO. OF COLUMBUS ENLARGES 
Carl W. Ahlroth, display manager for the Union Cloth- 
ing Company, Columbus, Ohio, has completed plans for the 
alterations soon to be made at this big store. The store, 
when alterations are completed, will have double the origi- 
nal space. 
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Fall Opening Display by Joseph Chadwick for Famous & Barr, St. Louis, Mo. 
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Displays On the Pacific Coast 


Strong showings continue to characterize display schedules of Pacific 
Coast men—Better Homes Week a feature in Seattle 


By DAVE E. ANDERSON 
Special Pacific Coasi Correspondent 


JETTER HOMES WEEK, sponsored and in- 
augurated by the merchants of Seattle, Wash., 
proved to be the most important event in Pa- 
cific Coast activities during the past month. All of 
feminine Seattle, and incidentally much of male Se- 
attle, were prominently identified with the great suc- 
cess. 

Every merchant of the progressive city was active 
in the event and each presented some feature of inter- 
est and profit to the community. Stores were crowded 
with shoppers with hundreds of needs presented in 
conjunction with the purpose of the event. Every 
room of the home, every essential and convenience of 
it were given space and display. The uses of new 
appliances, demonstrations, object lessons in fuel econ- 
omy, the correct planning of meals, the arrangement 
of dishes and numerous other features were presented 
as a means of telling the story of more efficient house- 
keeping. 

Paint stores demonstrated the use of various paints 
and brushes ; plumbers revealed the secrets of success- 
ful plumbing, while electrical stores displayed modern 
fixtures and devices as essentials to the safety of the 
home. Drapery materials were displayed in great va- 
riety and styles, with examples of judicious arrange- 
ment of furnishings employed in conjunction, each 
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presented in an attempt to educate the housewife in 
the artistic and economical decoration of her home. 

Merchants kept the stores open on the final night 
until ten o’clock for the benefit of visitors and those 
who had not the opportunity to visit the displays earlier 
in the week, and on the accasion of the last night 
prominent Seattle club women served as_ hostesses. 
The home economics department of the University of 
Washington remained open each day from 10 a.m. to 
4 p.m. for the convenience of visitors. The univer- 
sity observed “open house” on Thursday evening. 
Talks on “Better Homes and Correct Furnishings,” by 
W. J. Findley, president of the Washington Associa- 
tion of Retail Merchants, featured several meetings 
during the week. 

The window displays placed in conjunction with 
the Better Homes Week event were of unexcelled 
beauty and educational value, with every indication 
that the display managers of Seattle made special ef- 
forts to give to the city showings such as have never 
before been presented, featuring essentials and con- 
veniences for the beautification of homes. Frank 
Maxwell, display manager for Frederick & Nelson Co., 
presented a series of displays featuring the rooms of 
a modern home, for which this well known artist was 
widely complimented. The interior of the store main- 
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Display Featuring Monarch Sale. Arranged by J. L. J. Hipps, Grote-Rankin Co., Seattle, Wash. 


THE DISPLAY WORLD 39 


tained the arrangement of several rooms, with special 
space being devoted to individual pieces. 

Prottas & Levitt Bros. had a forceful showing of 
furniture for the den, living room, dining room and 
bed room, while M. A. Gottstein showed mahogany 
furniture pieces and drapery materials. 

J. L. J. Hipps, whose work in display is nationally 
known, had some attractive windows at Grote-Ran- 
kin’s, with several suites of velour covered pieces, 
draperies and bed room sets. Graunbaum Bros. and 
Bradley’s installed displays of rare beauty and fea- 
tured reed furniture, linens, laces, drapes and miscel- 
laneous furnishings. 

The Standard Furniture Company, where E. Al- 
lerback directs the display department, presented a 
great attraction when Mr. Allerback used a living 
model in the person of Miss Edna Sampson, late of 
Hollywood and a recent co-star with Harold Lloyd in 
“The Sailor Made Man.” Mr. Allerback selected this 
young beauty to play the leading role in a clever con- 
ception which demanded of Miss Sampson’s living for 
one week in the glass-front show windows. A glass 
apartment, complete miniature in every detail of the 
modern flat, was erected in the great Second 
Avenue windows of the Standard’s store, and Miss 
Sampson moved in, bag and baggage, on the morning 
of the first day of the Better Homes event, and there 
remained day and night until ten o’clock on the evening 
of the closing day, Saturday. She cooked her meals 
and ate them, and in between times did all the other 
things that a young woman does in her home, with an 
impenetrable barrier placed around her while she was 
performing the more intimate details of her toilet. At 





Effective Display by Bert Smyser, Tacoma, Wash. 


all other times, however, she was in full view of the 
populace. Her apartment was comprised of four 
rooms—kitchen, dining room, parlor and bedroom. It 
was furnished exclusively from the stock of the Stan- 
dard Furniture Co., and during the course of the week 
Miss Sampson demonstrated a number of household 
articles sold by the store. 

The Fall fashion window displays by Bert Smyser, 


































































































Christmas Setting Suggestion by Carl F. Meier, Chicago, Illinois 
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Thanksgiving Display by B. E. Chester for Monnig Dry Goods Co., Fort Worth, Texas 


display manager for Stone-Fisher Co., Tacoma, Wash.., 
were of unusual merit and presented a novelty in deco- 
ration. He employed a beautiful wax figure placed on 
a mechanical ball regulated to quarter revolutions, 
thus turning figure to right, then to left. Since the 
display was made in the corned window the advantaze 
of the display may be realized. The ball was covered 
with autumn leaves and the window darkened with 
vari-colored spotlight playing on moving figure. In 
another window Mr. Smyser used a figure seated in 
a swing located behind great wrought-iron gates; the 
constant motion of the swing attracted great attention. 
As in the corner window, spotlight played on the 
swinging figure. These displays were self-explanatory 
and conceded by the interested observers to be the best 
displays ever presented by this great artist. 





EFFECTIVE SELLING DISPLAY 
BY J. L. J. HIPPS 


RESENTED through the halftone reproduction 

on page 38 is the story of a most successful sale 

of nationally known Monarch ranges as instituted and 

annually observed by the Grote-Rankin Co., Seattle, 
Wash., where J. L. J. Hipps has charge of displays. 


The illustration shows one of a series of displays 
by Mr. Hipps for the special sale and indicates conclu- 
sively the ingenuity of this well-known artist. He has 
presented his subject in an unusual manner and in such 
perfection that no one will doubt the tremendous influ- 
ence of the windows in making the special sale the 
most successful of all Grote-Rankin special sale events. 
The display also shows that such a homely or unat- 
tractive subject as a store is considered to be, might, 
with due consideration of the possibilities, be displayed 
in such a manner as to attract as much attention as a 
showing of the latest in imported evening gowns. 

The series included four displays, each representing 
a season of the year, and these displays were presented 
in what the store considers to be the best windows of 


its great front. In these windows Mr. Hipps not only | 


presented ‘his subject against attractive backgrounds, 
but he injected in a manner characteristic of the master 
salesman the salient points of Monarch merit, and this 
he did without in the slightest degree detracting from 
the general beauty of the general setting. 

Perhaps the most striking window of the series was 
that which included a great open circle with red plush 
backing serving as the central point, in front of which 
a Monarch stood on a square pedestal. Lines, repre- 
senting heat waves, radiated from the center. Details 
of this setting are clearly evident in the illustration. 
Another feature window showed the Monarch as the 
“connecting link” between the source of supply and the 
dining table. The links were of composition board, 
seven feet high, and finished with aluminum paint and 
airbrushed to give the round appearance of the links. 

According to the policy of the Grote-Rankin Co., 
the prices on the ranges were not reduced during the 
sale, but a special offer of a set of aluminum wear free 
with each range purchased proved exceedingly popular 
and served as a dandy stimulator. Reports from the 
office of the merchandise manager indicate that this 
special Monarch sale has broken all previous records 
for that event, which is annual, and in fact bids fair to 
become the most important sales event in the store 
schedule. 





SAN ANTONIO DISPLAYMEN OPEN 
FALL-WINTER MEETINGS 


The first meeting of the Fall-Winter schedule of the 
San Antonio Display Men’s Club, was held at the Gunter 
Hotel, San Antonio, on the night of October 27. 

The meeting was called to order by Secretary Milton 
Varga, who outlined the new program of special events 
to be conducted during the new sessions. A short business 
meeting was next in order, after which Matt Markusich, 
display manager for Saul Wolfson Dry Goods Co., San 
Antonio, featured with a demonstration of one-piece drap- 
ing, followed by a pep-talk urging the members to re- 
spond enthusiastically to the purposes of the local asso- 
ciation, and by such manifestation of interest assist in 
gaining for the general profession in San Antonio the rec- 
ognition so richly deserved. 
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You Fellows Who Write Show Cards 
Get This Modern Practical Book! 


Wm. Hugh Gordon, the author, spent fourteen years in leading Chicago stores, and in his book 
you get the benefit of his long experience and valuable ideas. Mr. Gordon was acknowledged 
the leading craftsman in the show card world. 
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“Lettering for Commercial Purposes” 
NOW IN ITS FOURTH EDITION 





CHAPTERS 
1. Modern Lettering. 9. Arrangement and Balance in Show 16. Speed Limit in Lettering Show 
2. Classification of Letters and Types. Card Writing. Cards. 
3. First Principles in Lettering. 10. Diagrammatical Analysis. 17. Fundamentals of Rapid Work. 
4. Brushes and Pens for Lettering. 11. Rapid Single and Double Numerals. 18. “Poster Styles” of Lettering for the 
5. The Potentiality of a Show Card 12. Economy of Motion as an Aid to Card Writer. 
Writer’s Brush. Speed in Lettering. 19. New Alphabets vs. Old. 
6. “First Principals” in Show Card 13. Modifications of Type Faces Adapted 20. The Show Card and the Show Card 
Writing. to Brush Work. Man. 
7. Colors and Their Preparation. 14. Italics for Speed Lettering. 21. Illustrative Stunts for Show Cards. 
8 Some Ideas for the Amateur in 15. Graceful Swing vs. Laborious Draft 22. Motion Picture Titles and Their 
Show Card Writing. in Lettering. Preparation. 


The book is 9 x 12 inches, giving effective and proper display of alphabet plates and designs. It is beautifully and 
strongly bound in Blue Vellum de Luxe Cloth, the cover stamped in gold. Over two hundred illustrations, nearly one 
hundred of them full page alphabet plates. In its entirety it is the work of a master, Wm. Hugh Gordon, himself. 

You will find it a treasure of ideas and inspiration. 


IT IS A BOOK BUILT OUT OF PRACTICAL EX PERIENCE 


PRICE GE KZ-SO 


The Gordon Book in combination with a year’s subscription to The DISPLAY WORLD 4.50 
at the special rate of_________ _- Foreign and Canadian Orders, 50c additional. ___ __--_-_--------- 


THE DISPLAY PUBLISHING CO., Book Department Cincinnati, Ohio 
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Cards and Signs For Christmas 


Show cards and price tickets play important role in sales-making—Do 
greatest work during holiday season—Cards should be well 
planned and appropriately ornamented 


cer is, perhaps, no event or season of the 

| year when show cards and department 
as may be employed to the advantage 
= - dee may have when appropriately used dur- 
ing the Christmas season. 

Through these media the urge to buy early is 
impressed—through them the atmosphere is made 
a living thing in the linking text of the card. Small, 
well lettered signs appropriately placed in the var- 
ious departments silently do the powerful work of 
instructing customers and here and there making 
suggestions that result in sales. 





In making your cards and signs for the holiday 
showings do not lose sight of the prominent purpose 
of this work. Regardless of the ingenius idea in- 
corporated or the artistry of the finished work, the 
prime purpose of the show card is to aid in the 
selling of merchandise, and, as such, cards should 





be made in such a manner as to incorporate that 
psychological something that stimulates the buying 
idea. It may be through suggestion, bringing to 
mind an essential need or an appropriate selection. 
Then also may the sign he employed as an aid to 
selling in directing attention to some object or 
department. 


In this connection it may be well to again offer 
the old advice—that of linking the show card with 
the newspaper advertising of the store. Effective 
headings in the newspaper copy duplicated on show 
cards and signs serve to immediately identify the 
newspaper ad, which may have been instrumen- 
tal in bringing the prospective customer to the 
store. 

At this particular time small cuts such as used 
in newspaper advertising and special cut-outs se- 
cured from a variety and number of sources are 




















Two Christmas Cards by D. N. Bloodgood, Cheyenne, W yoming 
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Well-Balanced Quick-Letter Card 


appropriate and may be used to great advantage. 
Ready-to-letter cards are offered in a variety of de- 
signs, shapes and sizes and serve to lighten the bur- 
den of the cardwriter at this time of arduous duties. 


Fancy initial panels, Santa Claus heads, wreaths, 
poinsettia clusters, holly, all embossed attractively, 
are featured on these ready-to-letter cards and are 
as attractive and appropriate as the finest hand 
work. The illustrated magazines afford another 
source of show card decorations not to mention the 
great possibilities through the use of the air-brush. 
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Practice Example for Rapid Lettering 


Illustrated here are two examples of the colored 
card executed by W. D. Bloodgood, Cheyenne, Wyo. 
Mr. Bloodgood is an expert in the use of colors 
and rarely does a new display go in that it is not 
appropriately enhanced by a card of excellently 
chosen colors well executed in a perfectly appro- 
priate design. The two examples illustrated here were 
used in conjunction with the early Christmas showings 
of Mr. Bloodgood. 

Other examples show cards of pen work and are 
offered as practice suggestions. 
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The Determining Display Essential 


Draping forms the important element in successful display—Most 
vital yet most commonly neglected of display fundamentals—One ex- 
ample from the new text ‘““The Art of Draping” by Jerome A. Koerber 


mS)HAT draping is the backbone of the majority 
of show window displays, is a fact that must 
| be conceded by everyone who has given this 
subject any amount of thought or study. It is, in fact, 
so important that very few decorations can be called 
complete or correct without the use of drapery in one 





material itself must be draped in such a way as to sug- 
gest the actual make-up of the garment. This is mostly 


dependent on the decorator’s skill and taste of the cor-. 


rect and proper execution of the drape itself. If all 
these can be carried out with perfection to suggest a 
proper style, the drape should suggest the style of a 
garment as it should be made up. 





of its many forms. This fact .is 
known and appreciated by the 
leading decorators the world over, 
not the window decorator alone, 
but also the interior decorators. 
All great designers, painters and 
sculptors have found it to be a 
very necessary part of their train- 


thentic manner. 





The display profession will welcome 
the Art of Draping, a comprehensive 
illustrated text-book on a subject never 
before treated in a practical and au- 
The author, Jerome 
A. Koerber, has in this great work 
become an outstanding benefactor in 
the profession of mercantile display. 


On the other hand, it is more or 
less customary to drape dress fab- 
rics in a more or less unconven- 
tional form which will always give 
the material the proper air of re- 
finement and the correct meaning 
of the drape itself as a dress ma- 








ing to have a thorough knowledge 
of drapery, its foundations and uses, and the general 
subject is today recognized as one of the most vitally 
essential of the display profession. 


The Principal Display Fundamental 


In the early days of the window decorating pro- 
fession little attention was given to the subject of 
draperies and draping, with the result that the winduws 
appeared crude, hard and unfinished. However, lead- 
ers of the Koerber type have always contended that 
draping formed the principal foundation on which 
nearly all good displays should be built , and today this 
is generally conceded. The draping may play a minor 
part in the whole scheme, but it furnishes that element 
of beauty which may harmonize the various parts 
of the display, making it a pleasing unity. Drap- 
ing can be divided into two parts, the first termed 
fashion draping, or, in other words, the 
draping of materials of all kinds which are 
to be used for making up women’s garments 
for all occasions. The second part might be 
termed draping for interior decorations. For 
this purpose the draperies are of a different ° 
character and require a dis- 
tinctly different treatment. 
However, we will confine our 
subject to drapery which is 
allied to fashion displays, and 
it must be conceded that the 
draping of materials intended 
for garments is one of the 
great powers in merchandis- 
ing. When we speak of drap- 
ing we do not insist that in oft 
order to show | (il | . Z 
dress fabrics the — , 
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terial. These unconventional 
drapes are very interesting to formulate, but in order 
to make them up for window displays a little care will 
have to be taken in their study. If the fundamental 
principles of draping are mastered in the proper way, 
the rest is easy. This advice is particularly true of the 
beginner in the profession. It is therefore fitting to 
advise students and beginners who are learning the 
window decorating profession to equip themselves with 
the knowledge of draping materials of all kinds. They 
will find how easily it will come to them if the proper 
study of it is made. 


The Lack of Authoritative Text 


Real artists, men who have mastered the art of 
drapery, are few indeed. Masters of a 


dozen branches of the general subject of dis- 
play are unanimous in their advice to young 
men venturing into the field of display that 
the greatest and most resultful thought to 
be kept ever before them in their style of 
training is the prominent essential of drap- 
ing. Yet of the hundreds of novices enter- 
ing the profession each year save those for- 
tunate enough to be taken under the guiding 
hand of a Fraser, a Koerber, Frankenthal, 
Bates, Kagey, or others of this calibre, the 
early instruction is almost certain to fall 
short of the mark in that the correct geo- 
metrical instruction in draping was incor- 
I rectly or incompletely given. After years 
i of floundering in which seventy-five percent 
of displaymen have failed to 
master the important art— 
of which number a major- 
ity desecrate it 


mo > ¢| in the attempt to 





emi 
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portray it, a source of practical and authentic informa- 
tion and instruction is at hand. It comes in the form 
of a master text-book from the pen of that illustrious 
exponent of the art of draping, Jerome A. Koerber, 
director of displays for Strawbridge & Clothier, Phila- 
delphia. 

A book evidencing the genius of the author, con- 
taining more than one hundred pages with detail 
sketches and illustrations covering the subject of drap- 
ery since history’s beginning, makes it possible, for the 
first time, for the ambitious displayman to gain this 
valued knowledge under practically the same conditions 
as exist in the modern department store. From the 
introduction to the concluding page the book is crowded 
with practical, workable instructions and a mastery of 
this text cannot fail in its purpose to give to the dis- 
play profession men grounded in the correct principles 
and essentials of draping. 

Opening with a discussion on the general subject 
of draping by Mr. Koerber, no time is lost in getting 
to the important business of instruction. Following 





Method No. I 


and treated fully are the topics, perspective, dimensions, 
proportions, focus, the vanishing point, background, 
foundation, fixtures, materials, process, etc. Attention 
is also given to the importance of colors, with authentic 
color charts presented,while ideal plans for display de- 
partment, its appointments, systems and functioning are 
graphically presented and discussed. Every practical 
and effective display fixture and attachment is shown, 
with detail instruction relative to the use of each. 

Reproduced here are three illustrations taken from 
one of the chapters of the “Art of Draping,” and may 
be appropriately employed to present the character of 
the illustrations and show the simplicity with which the 
the actual text sketches are presented. 


"ole, 


In the first illustration we 
have the combined drape, 
effective indeed, and espe- 
cially rich in a combination 
of satin and velvet. The 
following instructions are 
taken without alteration 
from Mr. Koerber’s text 
and following closely, refer- 
ring first to Diagram No. 1 
and then applying text in 
conjunction with Diagram 
No. 2, one will readily ap- 
preciate the simplicity in 
method of instruction and 
completeness of text: 

“The first diagram shows 
the material started 
at point A, where 
it is pinned and 





Method No. II 


festooned around to the center of the back of the 
waist line, point B. From here it is again festooned 
to the other side and pinned at point C. Now it is taken 
under these festoons and fastened around the back to 
form the dress, and then trailed to the floor, where it 
is puffed and arranged to produce the richest effect. 

“The second diagram shows the material started on 
the left shoulder, pinned at this point and carried diago- 
nally across the figure to the right side of the waist line, 
point B. From here it is wound around the body to 
form a girdle (point B to C and point C to D and E) 
and is taken up from point E to the original starting 
point at A. A hat of the finest kind and a corsage 
bouquet complete the attractive unit. Where the point 
A is shown on Diagram 2 a rosette or bow-knot will 
‘add attractiveness. Also make some experiments with 
lace on this drape, being sure to follow the fundamental 
-lines of the drape in order that you may avoid con- 
fusion. 





SUCCESS MARKS SERVICE OF 
J. J. McDERMOTT 


The many friends of J. J. McDermott, for more than 
twenty-five years engaged in the display profession, will 
read with great satisfaction of his marked success in his 
work as director of the designing department of the Union 
Pacific R. R. Co., with headquarters at Portland, Oregon. 

Mr. McDermott’s entrance into the profession of mer- 
cantile art goes back many years to his first position in 
a small Cincinnati store. Quick to develop the talent 
that he possessed, it was not long before he became man- 
ager of the window display and card writing departments 
for H. Jonap & Co., Cincinnati. He then served success- 
fully in similar capacity for The Fair Store, Cincinnati; 
Frederick & Nelson, Seattle, Wash., and the McDougall- 
Southwick Co., Seattle. 








THE DISPLAY WORLD 


A REAL SHOW CARD 
WRITER’S OUTFIT 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 


Look at the list of contents 
below and then at the price. 


ONLY $5.25 Postpaid 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 

Send for cur new complete catalog of Show Card Writers’ 
supplies. 


WATSON’S SHOW CARD WRITERS’ OUTFIT 

Up-To-Date. Consisting of: 

7—2-0z. bottles assorted show 
card colors. 

1—No. 4 Red Sable 
card brush. 

1—No. 8 Red Sable 
card brush. 





show 


show 


1—No. 10 Red Sable show 
card brush. 

1—4%-in. one stroke Black 
Sable brush. 

—¥-in. one stroke Black 
Sable brush. 

1—Dozen Hunt’s round writ- 
ing pens. 


2—Refills for same. 
1—Marking. 1 shading pen. 
1—Bottle black card writer’s 


ink. 
1—Book. “How to Write 
Signs and Show Cards.” 


All packed in hinged wood 
box. Mailing weight, 5 lbs. 


GEO. E. WATSON CO. 


Dept. 10 62 W. Lake Street Chicago, III. 
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Nude art studies fer the use of Artists, Sculptors 

and Students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 


44 Boylston St. Dept. Ell Boston, 11, Mass. 

















OUTSTANDING ANNIVERSARY FEATURES 
October brought forth many important store cvents 
with interior and window display of rare beauty and unus- 
ual features. 
Prominent among the events of the month were the 
anniversaries of McCreery’s, New York City; Stix, Baer 
& Fuller, St. Louis; Wurzburg’s, Grand Rapids, Mich.; 


1 ae tex 
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Anniversary Display by H. H. Tarrasch 


Pettis Dry Goods Co., Indianapolis; Weinstock-Lubin’s, 
Sacramento, Cal.; Emery, Bird & Thayer, Kansas City, 
Mo.; Lansburgh & Bros., Washington, D. C.; William Hen- 
gerer & Co., Buffalo; Steketee’s, Grand Rapids, and others. 

H. H. Tarrasch, display manager for Stix, Baer & Fuller, 
St. Louis, presented a most powerfully effective series of 
windows, using the big corner space to depict in unique 
manner the growth of the store, now entering on its 3lst 
year. The illustration reproduced here will serve to pre- 
sent the effectiveness and strength of the showing. 
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How L. D. Slack Employed Famous Figures 


Leslie D. Slack, display manager for Wurzburg’s Dry 
Goods Co., Grand Rapids, Mich., kept crowds about the 
window during the 50th anniversary of the Wurzburg store 
where he employed old-time figures, merchandise and 
trinkets to produce the atmosphere of the golden jubilee. 
In conjunction he ingeniously employed the famous Culver 
figures in the presentation of the subject. These figures 
which have become nationally famous are shown in the 
small illustration on this page. 
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You’ve Waited’ Twenty Years For It 





The Art of 


DRAPING 


for Mercantile Display 


A Complete, Modern and Practical Text Book 
Authoritatively Presented and Profusely Illustrated 


Written by that foremost authority on 
Display and Draping 


Jerome A. Koerber 


Display Manager, Strawbridge & Clothier, 
Philadelphia, Pa. 


The Art of DRAPING for Mer- 
cantile Display is a text treat- 
ment, fully illustrated, covering 
the subject in minutest detail. It 
begins with the first introduc- 
tion of display several thousand 
years before Christ. In perfect 
_ and complete sequence, it details 
the subject through the ages 
up to the modern method of ap- 
plication of the art. 

There has been a crying need for 


a book of this kind and in this 


new book, Mr. Koerber has fully 
sensed the needs of the display 
men of America. The subject is 
handled in such a way as to be of 
the greatest help to all display 
men regardless of the branch of 
display work in which they are 
engaged. It is a practical book 
to be of everyday use in solving 
the problems of modern display 
work, and in developing greater 
versatility and beauty in this 
branch of mercantile display. 


AN INFALLIBLE MANUAL, GUIDE AND REFERENCE BOOK 
Profusely Illustrated—Substantially Bound 


Pre-publication Price, $:3.00 Per Copy, Postpaid 


Ready for delivery January 1, 1923 


ORDERS WILL BE FILLED IN ORDER RECEIVED 
Published by 


The Display Publishing Co., 


Cincinnati, O. 
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~The Display World’s Question Box 






































SHOULD HAVE USED MERCHANDISE BETWEEN 
EACH OF COLORS MENTIONED 


Editor The DISPLAY WORLD: 


I am a regular reader of your publication and am very 
much interested in every article. Sometime ago I had to 
trim a window in which I had to display a burgundy colored 
street suit, a red velvet evening cape, and an orchid dress. 
It was not a combination I would have chosen, of course, 
and I did not like the idea that people might think I had 
voluntarily selected such colors to be shown together. 
However, I had to make the best of it, and decided that if 
I showed a lot of green, it would kill the red, so I put in 
some bright green sport coats. I did not particularly like 
the effect myself and wondered how some other display- 
man might have handled that problem. 


Answer—Your problem was indeed a very diffi- 
cult one and worthy of being handled by a master 
colorist. However, there is no obstacle in the com- 
bination of color which cannot be surmounted when 
color harmony is thoroughly understood. You 
should have displayed merchandise between each 
of the colors you mentioned which would have har- 
monized with the color on one side and served as a 
transition to the clashing color on the other. For 
instance, between the burgandy suit and the red 
evening coat, you could have displayed a dress or 
wrap of a bluish green. Blue green goes well with 
red, and blue goes well with burgundy. Between 
the red evening coat and.the orchid evening dress, 
you could have shown a fan or scarf or dress of a 
golden yellow. Golden yellow goes very well with 
red, and yellow is an excellent combination with 
orchid. 





RED, BLUE, YELLOW, AND GREEN GOES. WELL 
WITH BLUISH-VIOLET BACK 


Editor The DISPLAY WORLD: 


Believing that you have many questions put up to you 
on the combining of colors for windows, I am wondering if 
you can help me out on a display I am preparing to be 
used next month. I am planning a Christmas window of 
toys and games, and want to do something that will stand 
out without going to a great deal of expense of having 
special scenic backgrounds made. What I want to know 
is what background I can use to show the bright colored 
toys to best advantage. : 


Answer—Toys and games for children are us- 
ually painted in the primary colors: red, yellow, 
and blue. Often bright green is also use. Red, 
yellow, blue or green will not make a distinctive 
background, and as it is distinction which we think 
you desire, would suggest a bluish violet back- 
ground which goes very well with all of the colors 
above named. If you want to go toa little trouble 


which would greatly repay you in results, you could 
dye several bolts of cheese-cloth a bluish violet, to 
give the effect of twilight, and cutting it the proper 
length, attach it to a background. You could then 
cut-out black cardboard to represent a tree trunk 
and set it against the colored cheese-cloth. Dark 
blue and violet crepe paper cut in strips and laid 
in stripes or interwoven would form a good base for 
the window with the suggested background. 





LET NATIONAL X-RAY SOLVE 
YOUR LIGHTING PROBLEMS 
Editor The DISPLAY WORLD: 


During the past few weeks I have frequently consulted 
the manager of this store concerning the question of light- 
ing installations for our show windows. I desire that no 
mistake be made in this important detail, but fear that the 
local electrical company is favored for the work. 

I have positive knowledge that the local man cannot 
install the most efficient reflectors, basing my knowledge 
on the fact that I can point to three of his installations 
in this town that are unsatisfactory. The boss is inclined 
to attribute any inefficiency to local conditions at these 
stores. However, will you advise on this important detail. 
I am anxious for perfect window equipment, not only for 
the welfare of the business but for my own personal 
reasons also. 


Answer—You are quite right in your insistence 
on an efficient lighting system, since it is one of 
the most vital essentials in the creation of sales. 
We rather sympathize with the “boss,” since he 
seems to be unaware of the importance of the 
question. 


The best advice that we can offer is that you 
communicate with The National X-Ray Reflector 
Co., Chicago, Ill. This leading organization will 
solve your problems, and if National X-Ray pro- 
ducts fail than you have a problem indeed difficult of 
solution. 





PATENTED SLEEVE PAD WILL 
OVERCOME DIFFICULTY 
Editor The DISPLAY WORLD: 

I am a men’s wear displayman of four years’ experience 
and regardless of the time and attention I give the work I 
cannot get the desired effect in coat sleeves when 
coat is used on form. The trouble, I am positive, is in the 
hanging of the sleeves. What can you suggest that would 
overcome this trouble? 

Answer—lIt is quite likely that the trouble is, 
as you say, due to poor padding. A patented sleeve 
pad is now available which may be employed with 
perfect results. Write to The DISPLAY WORLD 


Service Bureau for details. ‘ 
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Show Cards | 


In the September DISPLAY WORLD you refer to spe- 
Brilliancy of Color 





SR - 


cially treated sitk velour used by Mr. Leaker in his displays 
at The Hub, Chicago. Would you mind letting us in on 
the new method, or is it a secret? 


Answer—The method used by Mr. Leaker in 
his beautifully effective velour treatment is known 
to us, but since the process originated with this 
display artist it is our desire that you communicate 
with Mr. Leaker. We believe he will be very glad 
to let you in on the little secret. 


POUT 


is the secret of 
attractive Windows and 
Interior Cards. 
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You need cards of 





character to carry 
out the effect of 
Live, Snappy Windows 
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L. S. KOHTZ CHIEF DESIGNER FOR 
BODINE-SPANJER CO. 


Editor The DISPLAY WORLD: > 

I am planning Christmas windows and am anxious to 4 
have some new effect in backgrounds and panels. The ideas P 
of L. S. Kohtz seem particularly high-class. How may I § 
communicate with him or his firm? 

Answer—Mr. L. S. Kohtz is chief designer for 
The Bodine-Spanjer Co., 316 So. Wabash Ave., 
Chicago. Would suggest that you direct correspon- 
dence to the company, and we can assure you of 
an unusual service and character in quality decora- 
tions for store and window. Your attention is 
called to the advertisement of The Bodine-Spanjer 
Co., on the back cover of this issue, 
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Send for the new dependable 


CRESCENT) Brand 
CARDBOARD 
Sample Book No. XXXII 
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CHICAGO soano COMPANY 


Manufacturers 


664-670 Washington Blvd., Chicago, U. S. A. 
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EDITOR’S NOTE.—Answers to questions concerning use of colors | ey een ee nee ea ae 
in Gears Sanne on a ae SYSTEM pil age Map RERRRRRRARRAS RRRRRRRARRRRRRRERRRRRRRRR RRR RRR 
. ncompar cnart w answer an 
ia. age Mine at ies 20,000 perfect color " alatiuadione. See => SUN-R AY~e& 
inside back cover. : p 4 
| Spot-Lights, Flood-Lights 
ALLBRIGHT WINS FIRST AWARD SHOW WienOl Dut Ae ne 
IN EXPERIENCE CONTEST AUTO SALESROOM AND DECORATIONS 
HE first award of $5.00 goes to E. i Albright, F d 2 k A "Bohlin OY ans lith Ave. at 42d St. 
display for Blumenthal & Co., Marion ppp - DONANE _ New York City 
isplay Manager 10 a ai ’ Tel. 4160 Longacre Est. 1903 Send for Descriptive Circular 
Indiana, for the best experience letter submitted during 
the month of October. The experience, illustrated, CARD WRITING By Mall or 
will be published in the December issue of The DIS- aeearet =— Local-Classes 
PLAY WORLD. ; Study under the direction of the leading 
“My Most Interesting Experience” contest seems expert in the line, Arnold Binger. Good po- 
to have hit an interested field, and about one hundred |” sg. ais tee mee age Sig — 
displaymen submitted “experiences” during the month Binger School of Show Card and Display Art 
just heel Adushes five-spot is offered this month, 2113 Fulton Building, 23rd St. and Broadway, New York City 
with an additional $2.00 for the best illustration of the AT . a ORDER 
reported experience. Get in. It’s lots of sport. You'll LAST SSF — —=— FY TODAY 
say it is when you read the experiences of some of our THE UNIVERSAL TIE DISPLAYER 
leading and not so great display stars. Hold six to ten ties. Can remove or replace one or all in 
a second. Pays ITS WAY EVERY DAY. 
MILGRIM BROS. INCORPORATE IN ILLINOIS— L. H. DALTON 
STORE ON MICHIGAN AVENUE $2.00 Doz. Coffeyville, Kan., Box 338. $2.00 Doz 
H. Milgrim & Bros., is the latest New York women’s HOW TO PAINT 


specialty organization to invade the = prc } SIGNS and SHO’ CARDS 


Avenue business section of Chicago. 
superintendent of the Milgrim organization, has been in Our book gives a complete course of instructions enabling any 

P 8 & ? - ; one to learn to paint good signs. WHY NOT MAKE YOUR 
Chicago for several weeks and secured the location at 


OWN, either for your business or for others? > 
600 South Michigan Avenue. 

How to Mix Paints, Show Cards, Window Signs, Banners, Board 2 

and Wall Signs, Ready Made Letters, Gilding, Commercial Art 
so = -_ pone nena i ee = Cloth bound, size 7x5 inches. Price $1.10 postpaid. 
Ailgrim, Louis ilgrim an aron J. Levy. e capita ome 
6 8 z: Soey P J. S. Ogilvie Pub. Co., 226 Rose St., New York 








CONTENTS: Alphabets, Composition, Color Combinations, 
Incorporation papers have been filed at Springfield, III. 
and Tricks of the Trade—Contains 100 alphabets and designs. 
of the new corporation is given as $500,000. ; 
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Essentials in Background Building 


Third of a series of articles on effective background construction—The 
importance and possibility of striking effects through repitition 


By C. J. NOWAK 
Designing Specialist, Chicago, Til. 


HEN the entire bulk of a window is to be 
covered by a temporary background with uni- 
form panels, in either direction, unity plays 
its part in the finished composition. Repetition must 
be handled in such a way so that the idea to be carried 





out does not become tiring to the eye. The arrange- ° 


ment of the panels must be such in repetition that the 
eye will move easily from one unit to the other in a 
pleasing way. 

Proportions must be such that the larger units 
must seem to fit naturally, joining off all the units, as 
to present the impression of the dependence of one 
on the other. Unlimited repetition can be carried out 
only with these facts in mind. Alternation is the repe- 
tition of two or more details joining the larger masses. 


In laying plans for the temporary background, the 
first point of importance is the function of the setting, 
which brings the elements of fiiness, use and beauty 
into consideration, which, when combined, make what 
is called the art of quality, which is made comprehen- 
sible by facts and truths best expressed in the language 
of form, and so presented the significance is readily 
understood. 

With any particular display of merchandise and 
such temporary background as may be best suited for 
the occasion, strive for quiet, refined and pleasing 
atmosphere. Anything in the display or background 
that interferes with these elements, is in bad taste and 
will naturally defeat the purpose of the window. 


Therefore, eliminate unrestful, tawdry, common or un- 
essential or inartistic things. 

Background sketch No. 1 consists of four units of 
wall board, arranged in repetition, the larger panels 
fitting naturally, due to the proportions in width and 
height of the secondary masses. It is readily to be 
seen that unlimited repetition may be carried out with- 
out tiring the eye, due to proper consideration to the 
principle of balance, thus giving rest, repose, formality 
and dignity to the composition. Movement is readily 
apparent here as the eye is carried from one element 
to another in a definite order and sequence. A setting 
such as this can be utilized for most any season of the 
year with proper care exercised in the selection of sea- 
sonal colorings, foliage and appropriate ornaments. 


Countless effects can be secured by the use of fancy 
papers, materials, stencils and shadings, the introduc- 
tion of placques, art lamps, torchiers, etc. 


Background sketch No. 2 presents a setting of a 
more pretentious, permanent character, made up of 
a framework backed with wall board, finished as best 
suits each need or appropriation. The upper third of 
the center section is a wallpaper design, with lattice in 
center, backed up in contrasting color. The lattice may 
be used in side or end panels, in a circle, with bird- 
cages, lamps or placques as desired. This background 
could also be carried out in a screen effect, while the 
two end center panels could be omitted if desired with- 
out obliterating the decorative and practical qualities. 
























































Background Suggestion No. I. By C. J. Nowak, Chicago, Illinois 
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The Store Front Advertising Department 


iota 


—a new feature of SIGNS OF THE TIMES, has made 
a big hit with the industry and will undoubtedly be of 
great value to every merchant. 

















The store front really constitutes the merchant’s 
greatest operating cost, so it is his biggest problem to 
make of it as large a sales-producing factor as possible. 


In each issue there are so many articles on sign 
and show card advertising that contain valuable ideas 
and suggestions that we believe it should reach every 
ad man, show card writer and merchant regularly from 
month to month. | 


We believe you can read it with profit. 


Subscription Price, $3.00 per Year. 


Sins Tie§ 


‘The National Journal of Display Advertising 


Now in its Seventeenth Year of Service to the Industry 








Publishers also of the famous Gordon Books on Show Card work, entitled ‘‘Let- 

tering for Commercial Purposes,”’ $3.50 per copy, and ‘*!100 Loose Leaf Lessons 

in Lettering,” $2.00 per copy. When ordered with subscription to SIGNS OF 
THE TIMES deduct $1.00 from total. 














} 
SIGNS OF THE TIMES, Stitt. ... cab vieeiesusseentnnwieseeGhses are { 
Cincinnati, Ohio: F 

| | Endieeiedk Seal 2.00; fee ee ere ees a ee er ee 
i Bi ee re ee ie oo ican 


i OF THE TIMES for one \ 
, year, starting Nov., 1922. NS ois eine dhaliecndeeauenee keer eee 
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The displayman could ask for no more beautiful 
effects than those to be secured through the use of 
three sample composition board panels as suggested in 
sketch No. 3. The success of the display with this 
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Background Suggestion No. II. By C. J. Nowak, Chicago, Ill. 


setting depends on the choice of color combinations 
on the center of each panel. A long, narrow plateau 
or three individual plateaus, placed under the base of 
each of the three panels, would enhance the displays. 

































































Background Suggestion No. III. By C. J. Nowak, Ciucago, Ill. 
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MILLINERY COLORS FOR MID-WINTER 


Retail mid-winter openings were observed November 13, 
and twelve specially selected colors were shown as predom- 
inating tones for mid-winter millinery. The selections were 
made by the color conference committee of the Eastern 
Millinery Association and the Retail Millinery Association 
of America in co-operation with the Textile Color Card 
Association of America. The color are: 

Strawberry, fallow, clover, oakwood, almond cream, 
grass, fireweed, Eldorado, Cleopatra, mephisto, crushed 
berry and fog. 

Strawberry and crushed berry with the greens are most 
popular. Oakwood is a novel brown, fallow a soft tan and 
fog a new gray, and all are neutral tones. Clover is a light 
pinkish orchid, and fireweed a very deep purple. Mephisto 
is light red, Cleapatra a brilliant royal blue, and Eldorado 
a rich golden orange. 
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Especially designed for the Automatic BE 
Control of Electric Current used in Elec- 3 : 
tric Signs and Show Windows. , 
The many defects of mechanism in the 
ordinary clock are eliminated in the new 
and improved A & W eight-day Time 
Switch Clock. 
It is the acme of perfection in Time 
Switch-making and represents the result 
of years of experience and research. 
A complete description will be mailed 
upon receipt of your inquiry, and if you 
are desirous of forever dispensing with 
the usual time clock troubles 

Write Now. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 













FAY BECOMES GENERAL SUPERINTENDENT 
AT MANCHESTER’S 


Leo J. Fay, display and advertising manager for Harry 
S. Manchester Inc., Madison, Wis., has been elevated to the 
post of general superintendent of the firm. 

The promotion is the result of .wenty years successful 
service with the Keeley, Neckerman & Kessenick, and the 
Manchester companies. Mr. Fay began his duties as an 
assistant in the window display department from which 
place he soon rose to, manager of the department. He is 
president of the state association of displaymen. 


















“BILL” HINKS GOES UNDER KNIFE AT 
MAYO BROS.’ HOSPITAL 


William H. Hinks, nationally-known display manager for 
J. W. Thomas Co., Minneapolis, Minn., is now in Rochester, 
Minn, awaiting surgical treatment at the famous Mayo 
Bros.’ hospital. meee 

“Bill,” as he has been known in the profession for quar- 
ter of a century, has been in ill health for several months, 
but refused to lay aside his many duties until the comple- 
tion of his Fall opening. The host of friends that is his 
will be pulling strong for a successful and early recovery. 
































ORR NOW HEADS MERCHANDISING 
CO-OPERATION DEPARTMENT 


Byron W. Orr, well known advertising and newspaper 
man, is now editor of the Merchandising Co-operator pub- 


lished in the interest of the manufacturer and dealer by 
the Louisville Herald. S H O \ CA R D 


Mr. Orr served a number of years as advertising man- _ 
ager with large firms in New York, Chicago, Baltimore, 
Cleveland and St. Louis, and was formerly connected with , 





daily newspapers in advertising service, publicity and pro- 

motion work in New York City, Washington, D. C., Pitts- 

burgh, Pa., and Birmingham, Ala. AN D S U iy P LI E S 
He also served four years as secretary of the St. Louis 

Ad Men’s League and two years as national secretary of the Over 10, 000 constant users 

Advertising Clubs of the World. 

I have just issued my 1922-1923 catalog, pic- 





— “aa turing and describing my entire line of 
Capit Geel ; P . sisi brushes, colors, card board, poster papers, 
oyle ichardson, pioneer dry goods establishment : 's : > ae i healt 
of Charleston, W. Va., will, in a few months, move into etc. I nes mail a copy 1f you will drop 
its magnificent new home at the corner of Dickinson and a request. L. S. STRONG, Pres. 


Lee Streets.. Work is being rushed and when completed 


Coyle & Richardson will have one of the most heouehtelly DETROIT SCHOOL of LETTERING 


equipped modern stores to be found in the country. 
New cases, cabinets, fixtures, display forms and carrier 514-516 Griswold St. Detroit, Mich. 


systems will form a part of the new appointments, and The Pioneer Line 23 Veous of Besdion 
particular attention has been given to that important store 


asset, the store front. ere 
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HE stream of letters and inquiries from merchants and 
displaymen constantly flowing into our Service and In- 
formation Bureau is a truly remarkable tribute to the posi- 
tion of leadership in the display field which The DISPLAY 

WORLD has so quickly assumed. 

This flood of correspondence also indicates that mer- 
chants and displaymen everywhere are fully appreciative 
of the value of window and store display in promoting 
greater prestige, creating good will and increasing sales 
and profits. 

As will be noted from the service requests listed below, 
these inquiries cover a wide range of equipment and 
material covering practically every possible need in the 
display field. It would seem that every issue of The 
DISPLAY WORLD increases its field of usefulness and 
the Service and Information Bureau is a big factor in 
aiding the merchant and displayman to make the most 
of their possibilities. 

The Service and Information Bureau was created with 
the idea of aiding merchants, displaymen and national ad- 
vertisers to solve their store and window display problems, 
and the enthusiastic letters we are receiving indicate that 
the department is successfully filling a real need. 

Below are some of the service requests received recently 
by our Service and Information Bureau. 

No. 149—The Rau Store, 5139 Shaw Ave., St. Louis, Mo. Books on 
Display, Chairs and Seats, Interior Lighting, Lighting Fix- 
tures, 

No. 150—South Main Dept. Store, D. D. Silashri, Mgr., 1137 S. Main 
St., Akron, Ohio. Decorations for Street, Decorative Papers, 
Display Material, Display Racks, Floorings, Interior Lighting. 

No. 151—The Davis-Straus Co., 685 Broad St., Newark, N. J.,Mr.Irving 
Re'‘ner, Mgr. Window Backgrounds. 

No. 152—Gates Dancing School, South Bend, Ind. Artificial Flowers, 
Decorative Papers, Interior Lighting, Lamp Coloring, Papier 
Mache Specialites. 

No. 153—Citizens’ Electric Co., Harold G. Devereaux, Mgr., 18 N. Jef- 
ferson Ave., Battle Creek, Mich. Air Brushes, Artificial Flow- 
ers, Art Screens, Backgrounds, Background Fabrics, Card and 
Mat Board. 

No. 154—T. H. Futch Hdw. Co., J. F. Knapp, Jr., Mgr., Thomasville, 
Ga. Backgrounds, Background Fabrics. 

No. 155—Eilerman Clo. Co., Richard Meyer, Mgr., 115-117 W. Market 
St., Lima, Ohio. Artificial Flowers, Books on Cardwriting, 


Books on Display, Color Lighting and Lamps. Display Ma- 
terial. ; 

No. 156—Stukenborg & Borchers, Lee F. Cornell, Mgr., 21-23 W. Ga- 
lena St., Freeport, Ill. Background Coverings, Booths and 
Floats, Decorations for Halls, Dances, etc., Decorations for 
Street. 

No. 157—Square Deal Nelson, Mr. Albert, Mgr., 1103 Broadway, Cam- 
den, N. J. Books on Cardwriting, Books on Window Trim- 
ming, Papier Decorations, Signs. 

No. 158—C. C. Williams & Son, V. R. Williams, Mgr., Lynn, Ind. Air 
Brushes, Backgrounds (Temporary), Brushes, Cardwriters’ 
Material. 

No. 159—Chubbuck’s Drug Store, Inc., Mr, G. C. Blakely, Mgr., Main 
St., Freeport, L. I, New York. Backgrounds (Temporary), 
Books on Display, Books on Window Trimming, Decorations 
for Rest Rooms. 

No. 160—J. H. Witte & Sons, Elmer Burkhardt, Mgr., 206 Jefferson 

*St., Burlington, Iowa. Books on Cardwriting, Card Writers’ 
Materials. 

No. 161—Ed. Shuster & Co., Erwin Schroeder, Mgr., 1002 28th St., Mil- 
waukee, Wis. Show Card Schools, Books on Cardwriting, 
Card Writers’ Materials. 

No. 162—The National Trade Ext. Bureau, R. Carlisle, Mgr., 403 Mer- 
cantile Bank Bldg., Evansville, Ind. Art Screens (Tempor- 


ary), Backgrounds (Permanent), Background Coverings, Back- 
ground Fabrics. 

No. 1683—The Schaller Co., Victor G. Sm‘th, Mgr., Watertown, S. 
Dak. Background, Books, Decorations for Street, Decorative 
Papers, Papier Mache Forms, Urns and Vases, Valances, 
W:ckerware Specialties. 

No. 164—The Marblestone Co., R. G, Doty, Valley City, N. Dak. Ad- 
vertising Suggestions, Books on Display, Books on Window 
Trimming, Color Lighting, Decorative Papers, Dividers (show 
window). 

No. 165—Chas. P. Oliver, Bottineau, N. Dak. Art/ficial Flowers, Art 
Screens (Temporary), Backgrounds (Temporary), Batik and 
Fancy Window Fabrics, Floats, Decorative Papers, Display 
Furniture. 

No. 166—The Enterprise Store—R. E. Ossman, Front St., Cuyahoga 
Falls, Ohio. Books on Display, Books on Window Trimming. 

No. 167—Herzberg’s, H. R. Lawrence, Megr., 1519-1521 Douglas St., 
Omaha, Nebr. Special Window Lighting, Special Window 
Furniture. 

No. 168—M. Kippel, 810 Morgan St., St. Louis, Mo. Counters and 
Shelving, Fixtures (Glass), Fixtures (Wood), Show Cases, 
Show Case Lighting. " 

No. 169—Severinghaus & Weiler, L: H. Weiler, Mgr., 744 Milwaukee 
Ave., Chicago, Ill. Art Screens (Permanent). Art Screens 
(Temporary), Display Furniture, Display Racks, Dividers 
(Show Window), Fixtures (Wood), Interior Lighting, Window 
Lighting. 

No. 170—Jacob Rose & Sons, Mr. M. J. Anderson, Mgr., Marquette, 
Mich. Artificial Flowers, Art Screens (Permanent), Art 
Screens (Temporary), Background Board, Backgrounds (Tem- 
porary), Background Coverings. 


No. 17i—Wm. A. Carroll, 416 Union Ave., Knoxville, Tenn. Clock 
Work Motors. 

No. 172—Bernste’m & Co., 42-48 Newark Ave., Jersey City, N. J., Bob. 
A. Bobkier, Mgr. Backgrounds, Card Writers’ Materials, 
Plushes and Velours, Fixtures, Special Window Trimming. 

No. 173—F. C. Remick & Co., W. M. Roach, Mgr., Market Square, 
Portsmouth, N. H. Advertising, Artificial Snow, Backgrounds, 
Card and Mat Board, Pens and Brushes, Plushes and Velours, 
Stencil Outfits. 

No. 174—International Sales & Produce Co., Thos. Holloway, Megr., 
215 Second St., Portland, Oregon. Books on Display, Books 
on Window Trimming. 

No. 175—J. W. Schaefer, 300 W. Second St., Beardstown, Ill. Ad- 
vertising Lantern Slides, Color Lights, ‘Decorations for 
Restaurants, Store and Industrial; Decorative Papers, Dis- 
plays (Moving), Lamp Coloring. 

No. 176—Jacobson Merc. Co., H. Jacobson, Mgr., Main St., Ri'ce- 
lake, Wis. Papier Maehe Specialties, Papier Mache Forms, 
Stencil Outfits. 

No. 177—The Livingston Store, Ferd. H. Johnson, Mgr., 110-112 W. 
Washington St., South Bend, Ind. Backgrounds (Perma- 
nent), Counters and Shelving, Display Furniture, Floorings, 
Window (Permanent), Reflectors, Store Designing, Store 
Fronts, Valances, Window Lighting. 

No. 178—C. H. Meyer, 1900 Railway Exchange Bldg., St. Louis, Mo. 
Advertising Advice, Advertising Suggestions, Display 
Forms, Display Racks. 

No. 179--The Window Display Studio, Geo. E. Lamprecht, Mgr., 10 S. 
Seventh St., Minneapolis, Minn. Advert’sing Suggestions, Art 
Screens (Temporary), Backgrounds (Temporary), Background 
Coverings, Background Fabrics, Background Fabric Trim- 
mings, Booths and Floats, Card and Mat Board. 

No. 180—Nelson Bros., Mr. C. Busch, Box 261, Luverne, Minn. Books 
on Window Trimming, Display Furniture. 

No. 181—Goodnow, Pearson & Hunt Co., E. L. Thayer, Megr., Main St., 
Brattleboro, Vermont. Books on Window Trimming. 

No. 182—S. S. Stafford, Inc., J. J Schadle, Mgr., 609 Washington St., 
New York Cty, N. Y. Advertising Advice, Advertising Sug- 
gestions, Advertising Cut Service, Advertising Lantern Slides, 
Books on Cardwriting, Books on Display, Cabinets (Revolv- 
ing), Cabinets (Stationary), Display Forms, Display Material, 
Display Racks. 
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Books on Display, Books on W'‘ndow Trimming, Plushes and 
Velours. 

No. 188—Carl Gallup, 224 Wabash Ave., Clinton, Ind. Plans to remodel 
his store shortly and is interested in receiving the catalogs of 
fixture houses also of decorative materials. 

No. 189—The Mercantile Trust Co. of California, 464 California Ave., 
San Francisco, Calf. Operating thirty branches, is interested 
in receiving catalogs of decorative and fixture houses. 

No. 190—The Trittle-Scott Co., Fort Wayne, Ind., G. W. Heasel, Mgr. 
Operating five stores, wants catalogs covering all lines of 
decorative material. 

No. 191—The Port Townsend Dry Goods Co., Port Townsend, Wash., 
Howard M. Nelson, Mgr. Wants catalogs covering the fol- 
lowing: Artificial Flowers, Temporary Backgrounds, Show 
W.ndow Flooring, Display Fountains, Papier Mache Special- 
ties, Window Plaques, Window Lighting. 


- 183—McCulloch Drug Co., Geo. Fehl, Mgr., 725 Liberty Ave., 
Pittsburgh, Pa. Books on Window Trimming, Paper Deco- 
rations. 

. 184—John’s Popular Price Store, R. C. Vaaler, Mgr., Grand Forks, 
N. Dak. Advertising Suggest’ons, Air Brushes, Artificial 
Flowers, Card and Mat Board, Card Writers’ Materials, Dis- 
play Material. 

. 185—Pfeifer Bros., G. C. Moses, Mgr., Sixth and Main Sts., Little 
Rock, Ark. Air Brush Equipment, Decorative Matter for 
Booths and Floats, Artificial Snow, Inexpensive Santa Claus 
Posters to Fit ‘n Holly Wreaths. 

. 186—Atlas Sales Promotion System, H. Mintz, Mgr., 380 Hunter- 
don St., Newark, N. J. Air Brushes, Artificial Flowers, Arti- 
ficial Snow, Backgrounds (Permanent), Backgrounds (Tem- 
porary), Background Coverings, Background Fabrics, Back- 
ground Fabric Trimmings. 

. 187—Mr. Bernard Dolinsky, 2558 Cheston Ave., New York City. 








Display Service and 
Worid Information Bureau | 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check 
items in which you may be interested and send to SERVICE and INFORMATION BUREAU, The DIS- 
PLAY WORLD, Cincinnati, and advice or solutions will be directed to you without obligation. 


CL] Advertising Advice CJ Card & Mat Board [] Sign Holders (Metal) 
(_] Advertising Cut Service [] Card Writers’ Materials [) Sign Holders (Wood) 
(CJ Advertising Lantern (] Cash Carriers L] Signs—Electric 

Slides [) Cash Registers C1) Signs—Brass & Bronze 
_) Air Brushes (] Chairs and Seats [] Signs—Department 
C] Artificial Flowers C] Color Lighting _) Signs—Special 





[] Fountains—Display 
_] Hammers—Window 
C) Interior L‘ghting 
CL] Lamp Coloring 

(] Lamps (Colored) 
(1) Lamps (Fancy) 











mz 


CL) Art Sereens— 
Permanent 

C1) Art Screens— 
Temporary 

0 Artificial Snow 

C] Background Board 

[) Backgrounds- 
Permanent 

[] Backgrounds— 
Temporary 

[1] Background Coverings 

[] Background Fabrics 


‘(9 Background Fabric 


Trimmings 
1) Banners 
() Baskets—Wicker 
C) Batik and Fancy 
Window Fabrics 
1) Books on Cardwriting 
C) Books on Display 
CL] Books on Window 
Trimming 
C] Booths and: Floats 
[] Bronze Powders 
[] Brushes . 
[] Cabinets—Revolving 
[] Cabinets—Stationary 


C] Counters and Shelving 

[] Decorations for Halls, 
Dances, etc. 

[1 Decorations for Street 

C] Decorations for Res- 
taurants—Store and 
Industrial 

C] Decorations for Rest 
Rooms 

C1] Decorative Papers 

[] Display Furniture 

C] Display Forms 

C] Display Material 

[1] Display Racks 

[] Displays—Moving 

L] Dividers—Show 
Window 

[] Drawing Boards 

_] Exterior Lighting 

1] Fixtures (Glass) 

C Fixtures (Metal) 

[] Fixtures (Wood) 

C1] Flags 

[] Floorings (Window— 
Permanent) 

[] Floorings (Window— 
Temporary) 


[] Lamp Shades 

CL) Lighting Fixtures 

{) Pageants and Exhibits 

C] Panels 

(] Paper Decorations 

() Papier Mache 
Specialties 

C1] Pens 

_) Plaques (Window) 

CJ Plastic and Composi- 
tion Pieces 

C] Plateaux 

C] Plushes 

C1) Price Cards 

_] Price Tickets 

Price Ticket Holders 

Reflectors 

Screens (Background) 

Shoes—Window 

Show Cards—Stock 

Show Card Board 

Show Card Schools 

Show Card Easels 

Show Card Service 

Show Cases 

[] Show Case Lighting 

(J Sign Holders (Glass) 


0 


QOOOOOO000O 


CL) DO YOU WISH A COPY OF THEIR CATALOG? 
[}] DO YOU PLAN TO REMODEL YOUR STORE SOON? 
[] DO YOU PLAN TO BUILD A STORE SOON? 


L) Signs—Window 

C] Signs—Wood Letter 

(] Special Furniture 

[] Stock Posters 

CJ Stencil Outfits 

[J Store Advertising 
Stunts 

C1] Store Designing 

(J Store Directories 

CL] Store Fronts 

L] Time Switches 

C) Urns and Vases 

L] Valances 

C1) Velours 

[] Wall Board 

] Wax Forms and Figures 

() Wax Figure Cleaning 
and Repairing 

[] Wax Repair Outfits 

[] Wickerware Specialties 

(1) Window Cloth 

L] Window Drapes 

C1) Window Lighting 

[] Window Shades 

C1) Window Trimming 
Schools 

C1) Wood Carvings 
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NOW IS:.THE TIME TO BUY SAYS 
MARSHALL FIELD 


“Buy now,” is the advice of Marshall Field & Co., and 
given to retail merchants. In explaining what constitutes 
the right time to buy, the report says: 

“First—The trend of business must indicate that there 
will be a consumer demand. Better business is in the air. 
Everyone is talking it. The consumer is awaiting an attrac- 
tive invitation from you to visit your store and buy what 
you have to sell. 

“Second—We all want to buy just before prices advance. 
There is little doubt but that prices of finished goods will 
advance. The advance in the gray goods market has al- 
ready taken place. The price of cotton and labor forced it. 
The advance of finished goods is inevitable. 

“Knowing that the price of goods is low, and should 


be higher, and believing that the consumer demand is here,” 


we say—buy. Buy at our circular prices everything you need 
to cover this year’s requirements. From our point of view, 
it is desirable to cover also for your January sales require- 
ments, even though you store the goods away for a few 
months.” 
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Display by William Pincliy, Chie-go 


WISSINK ENTERS DISPLAY IN NATIONAL 
WOOLEN CONTEST 

J. P. Wissink, well-known display manager for H. C. 
Prange Co., Sheboygan, Wis., has just completed a very 
effective display featuring blankets, motor and lounging 
robes. The display has been photographed and entered in 
national contest now in progress and sponsored by the 
Oregon City Woolen Mills. 

The woolens are presented amidst an effective setting in 
which a painted scenic with beautiful sunset forms the 
background. Artificial cedars and foliage are appropriately 
employed, with a realistic campfire in the foreground. 
Sheep are shown grazing on the hillside, and other items 
of educational value are incorporated in the display. 





CONTEST TO FEATURE WINDOW 
DISPLAY WEEK 


Santa Barbara, Cal., has arranged through the Com- 
mercial club of that city for a great feature during the 
week of November 21 to be known as “Window Display 
Week.” 


A series of window display contests .will be conducted 
with many beautiful prizes for the winning displays. Judges 
of the contest will be selected from the best known display 
authorities of Los Angeles. Nationally advertised products 
are expected to play prominently in the contest since sev- 
eral special prizes will be awarded for the best showing 
in these classes. 

The Santa Barbara “Window Display Week” follows 
closely the great success of the Buffalo Display Men’s 
Club, when this progressive body of live-wire artists in- 
augurated the “Week of Wonderful Window Displays.” 





DISPLAY SHOWS ADVANCE 
MADE IN SCIENCE 


Paul Johnson, owner and display manager of the Paul 
Johnson Optical Co., Davenport, Ia., recently had in his 
window an educational feature of unusual merit. 

Large oil paintings presented the five most famous 
scientists of past years who had contributed much to hu- 
man advancement by their additions to the knowledge of 
optical science in the development of the modern tele- 
scope. The display, the result of much study and research 
on the part of Mr. Johnson offered many interesting fea- 
tures, one bringing out the well-known benefactor, Sir 
Isaac Newton. It is shown that Sir Isaac Newton, though 
most famous for his theory of gravitation and the familiar 
anecdote concerning the apple, gave most to human know- 
ledge by his researches in the subject of optics. The 
theory of gravitation was only incidental to his study of 
the planets through the telescopes which he himself did 
much to develop and perfect. 





NEW FIVE-STORY BUILDING 
FOR THALHEIMER BROS. 


Opened to the public, October 27, the new store of Thal- 
heimer Bros., Richmond, Va., disclosed the last word in 
modern store service and equipment and the new estab- 
lishment is conceded to be one of the most complete and 
beautiful retail institutions in the country. 

The main, or street floor, is devoted entirely to small 
wares, such as novelty jewelry, leather goods and hand 
bags, ladies’ neckwear, toilet articles, including a new sys- 
tem of beauty culture, where the specialist will give ad- 
vice as to the proper article to use. There is also a com- 
plete notions, stationery and engraving department. Here 
also are gloves for women and children, imported China 
and Japanese silk handkerchiefs, as well as those from 
Ireland, Belgium, France and the Madeira Islands and from 
the American factories. An added feature in the new 
store is a complete department carrying shoes for ladie: 
and children, and there will also be a complete men’s 
furnishing department. 

On the main floor will also be found an exchange and 
complaint department and the desk of the cashier. The 
main floor is equipped with cash registers, as is also the 
besement, and these are connected by telephones with the 
office, where a complete card index system of the patrons 
is at instant service. The other floors have cashiers, and 
all goods are inspected and wrapped before leaving the de- 
partments. 

On the mezzanine floor is located main business office 
and the offices of the executives. 

The other four floors and basement are similarly 
equipped with modern fixtures and present a most exten- 
sive assortment of selected merchandise. 

The new store was designed by Carneal & Johnson, 
architects, and constructed by the John T. Wilson Con- 
struction Company, Richmond. Plans for window ar- 
rangement and display facilities were prepared by Simon 
Larkin, display manager for the Thalheimer Bros. Co. 
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STRIKING FEATURES FOR BALL OF 
BUFFALO DISPLAYMEN 


The latest styles in outer clothing for women, men and 
children, as well as lingerie and negligees, displayed on 
living models, will be a feature of the annual crystal ball 
of the Buffalo Association of Display Men, to be held in 
the Elmwood Music hall, Buffalo, November 17. 

The beautiful models who have been chosen with par- 
ticular care will appear upon an effectively draped stage 
and will promenade out over the audience and runaways 
in the aisles. 

Depicted in the style show will be a typical day of a 
modern young lady, from her rising hour, through her 
various social and business activities, to her retiring hour 
at night. Carefully trained models will appear in each scene 
dressed in the appropriate garb. 

The clothes to be exhibited are from the most up-to-date 
stores in Buffalo and many of the garments have been 
made up especially for the occasion. Advanced spring 
styles and ultra-modern wear mark the fashion promenade 
as the last word in style for the modishly growned woman 
and in fittingness for the fashionably dressed man. 

Committees in whose charge are the plans for the grand 


event are: DICK BLICK, Manager 


r hairman . S. Robinson, display manager 
General cha » G. S. Robinson, display Ser, GALESBURG, ILLINOIS 


Oppenheim, Collins & Co. esau = 
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Publicity Committee—Ellwyn McEachnie, display man- 


ager, Jahraus-Braun Co., chairman; John Wolfgrueber, 
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The Ten Year Test of 
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AT-MAT has stood the ten-year test. It has 
been accepted and approved by the best dis- 
playmen and cardwriters. 
Nat-Mat is now one of the most popular of card- 
boards. Acquaint yourself with Nat-Mat Card- 
boards. Send for a sample book. 


Sample book free to displaymen and cardwriters. 
Use your business letterhead, please. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, Illinois 
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SIGN AND SHOW 
CARD WRITERS 


Send for our Bulletin and Save 
on your supplies 
Address Desk D W 
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display manager, Adam, Meldrum & Anderson Co. wa | READY TO LETTER 
Decorating Committee—Charles Cook, display managez, aR e 
William Hengerer Co., chairman; John Fieblecorn, display eekly Christmas Cards 
manager, S. A. Anderson. HEAVY WHITE 
Style Promenade Committee—G. S. Robinson, Oppen- COATED STOCK 
heim, Collins Co.; G. W. Murray, display manager, Flint & BEAUTIFULLY 
Kent Co. LITHOGRAPHED 
Electrical Committee—Ellwyn McEachnie, Jahraus- = COLORS 
Braun Co.; John Wolfgrueber, Adam, Meldrum & Ander- and Tinselled by Hand 
pee in Sparkling Silver 
Ushering Committee—M. C. Conners, display manager, Hier ammmaaiemcimmmemetnener sri: 
Meng. Schafer, Held Co., chairman; Harold Straight, dis- 7, . 3% —_ ste t tee eeeee ee nee See ge eS = = 
play manager, F. W. Woolworth Co. 534 x7 inch............00cccss..Per Doz. 260 Per 100 12.50 
2 BRE PO ac ce cdikcccncncadas Per Doz. 3.00 Per 100 20.00 
~ = eon tae Ratti les ap ive ~~ 4 - gee 0.35 
; ’ orc x Ss 2 wish in u 
J. H. Hilton, formerly display manager for Koch Bros., dee pine Goh elas SENT on REQUEST. seta 
Alliance, Ohio, has accepted a similar position with the W. B. YOUNG, 160 N. Wells St., CHICAGO 
Kaufman Company, Decatur, Illinois. 
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Effective and Practical Suggestions 


Beautiful display embellishments and practical fixtures regular 
contributions of manufacturers’ designers—A few of the 
latest creations by foremost artists 


ACH season brings a variety of beautiful units, 

set-pieces, floral sprays and bouquets, and the 
present season has had its number of novelties 
and innovations. Master designers, maintained by all 
organizations devoted to the production of equipment 
and decorations for store interior and the show win- 
dow, are ever engaged in the effort to bring out some- 
thing new, something practically adaptable and appro- 
priate in form and color. Indeed, to these artists do 
the displaymen of today turn for appropriate sugges- 
tions ; on them many men of the profession depend for 
the perfect development of a conceived decorative 
scheme. The influence of these designers, the import- 
ance of the organizations maintaining them, can indeed 
be appreciated through a study of the display windows 
of today. 

Display managers are busy executives. Few store 
executives have the arduous duties of this man. To 
him are entrusted the responsibilities of important es- 
sentials in the selling policy of the store. He shapes 
the program of display advertising, is responsible for 





its successful functioning, and designates and buys 
such essentials as store equipment, fixtures for interior 
and windows, window backgrounds, etc. In his capa- 
city he moulds public opinion and through his genius 
as portrayed through the window establishes the char- 
acter and importance of his store as a community and 
civic good. 

Display managers of the big stores are today too 
busy with executive duties to devote any great amount 
of time to detail work as usually demanded in the com- 
pletion of decorative settings, etc., and it has been 
found most profitable, convenient and _ satisfactory 
to place the work of actual construction and finishing 
of decorative plans in the hands of those concerns 
specializing in the respective work. Hence it is that 
we frequently read in advertising material a display 
designed by W. Jones, constructed and finished by Doe 
& Co. 

In an effort to offer further service, designers bring 
out in the course of a year hundreds of suggestions, 
some of rare merit, others never used. These design- 





Practical and Effective Sectional Jewelry Display Platform. Designed by L. S. Janes, Chicago 
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Another Suggestion for Jewelry Holiday Window. 


ers, working as a vital member of their respective 
organizations, know what pleases one displayman and 
what would fail to impress another, and with this 
knowledge each season strive to meet the favorable 
demands of the various display artists. 








A New and Practical Hosiery Display Fixture 


Designed by L. S. Janes, Chicago 


This month a few recent creations from the genius 
of these designers are presented. No one will doubt 
their practicability, while the beauty of line and form 
is also evident. Indeed practical is the suggestion for 
jewelry display platform. It is simple of construction, 
in fact may be made in any display department. Com- 
position board is used with a covering of gray poplin, 
and is made in sections. 

Another illustration provides for a practical and 
effective fixture, especially designed for the display of 


hosiery. It is new and carries an idea for novel dis- 


‘play features hitherto unknown in hosiery display 


stands. This unit is made of wood, finished as desired. 

The third illustration offers a very effective sug- 
gestion for Christmas display of jewelry. The back- 
ground is a heavy material drape with ornamented cor- 
nice running around complete top. The staircase may 
be finished as desired, but for the holiday season green 
or red plush or velour is recommended for use. 





BOSTON ARTISTS JUDGE HOLYOKE 
WINDOW DISPLAYS 

C. S. Nichols, display manager for R. H. White; G. E. 
Prue, display manager for William Filene’s Sons, and 
Frederick B. Waldo, display manager for C. F. Hovey & 
Co., all of Boston, comprised the committee that judged 
the big window display contest held in Holyoke, Mass., the 
latter part of October. 

Prizes were awarded to A. Steiger & Company, and to 
Henry A. Remillard, display manager for McAusland & 
Waklin Co., Inc. 
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EFFECTIVE HOLIDAY DISPLAYS AT 
MINIMUM COST 


Most merchants plan to make their Christmas displays 
the biggest show of the year, and to this fact may be at- 
tributed the early activities of displaymen throughout 
the country in making early preparations. 

Manufacturers of display decorations and window and 
store equipment are introducing many new ideas and 
novelty decorations at this particular time and finding a 
responsive market for anything new and effective. 

The illustration used here offers an interesting decorative 
treatment and presents the interesting feature of motion 
in display. It shows a Santa Claus and snow scene in con- 
junction with a painted composition board background 
48x90 inches. The house is made of composition board 
and covered with Brick Paper, full-size brick design being 
used. The windows are covered with net in order to keep 
the snow inside while electric fans at either end of the in- 
terior keep the flakes in constant motion. The house is il- 
luminated with blue electric lights, thus obtaining the win- 
try atmosphere. 

The outside columns and steps are covered with gray 
Onyx marble paper, and white cloth-backed paper, while 


Christmas Display Manufactured by Doty & Scrimgeour Sales Co. 









miniature evergreens fill the fern dishes at top and the 
rustic papier mache pots. The larger trees are of natural 
prepared ruscus, while box coverings are Brick Bark Paper. 

The effective display setting may be installed in the dis- 
play window at a minimum expense. Complete details with 
price quotations for its installation will be furnished by 
Doty & Scrimgeour Sales Company, 30 Reade St., New 
York City. 





BEAUTIFUL CHRISTMAS CARDS FOR 
WINDOW AND DEPARTMENT 


Bert L. Daily, 126-130 E. Third St., Dayton, Ohio, is an- 
nouncing Christmas display cards for use in window and 
departments. The designs are varied in color and form, 
and beautifully executed on fine quality stock. All designs 
are carried out in four-color process effect and form a 
beautifully effective embellishment to the display of holi- 
day merchandise. 


A folder presenting an extensive assortment of these 
cards has been prepared and may be had through application 
for copy. Address Bert L. Daily, 126 E. Third St., Dayton, 
Ohio. 


MINIATURE BILLBOARD FOR 
DEPARTMENT USE 


The Byrne Display Service has introduced a 
practical display feature in the form of a minia- 
ture billboard for use in store departments. It 
resembles the familiar car card and is equipped 
with a metal easel and frame making it a simple 
matter to take out signs and replace with new 
cards. It is particularly adaptable and effective 
for use on counters and cases. For further de- 
tails write The Byrne Display Service, 48 E. 
Fourth St., St. Paul, Minn. 





A TIME-SWITCH THAT SAVES 
AND MAKES SALES 


Every store valuing window display should 
consider the essentials of labor and time-saving 
in the operation of them. The time switch will 
pay for itself in a comparatively brief span of 
time, and act as a constant custodian of your 
windows. Every minute lost through failure 
of show window lights to operate means loss of 
sales. Ten minutes late in the duty of turning 
on lights may result in not only ten but perhaps 
twenty or thirty sales being lost. 

See to it that your show windows are always 
well illuminated. It means money to you. The 
A. & W. Electric Sign Co., Cleveland, Ohio, man- 
ufacturers one of the most efficient time switches 
on the market. A request for descriptive matter 
ter concerning its all important duties as a sales 
producer will, we are sure, result to your ad- 
vantage. Address as noted above. 
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NEW FIXTURE DESIGNS INTRODUCED BY 
HUGH LYONS CO. 

Several new designs in display fixtures have been in- 
troduced through the recent literature of Hugh Lyons & 
Co., with reports persistent that additional innovations and 
improvements are scheduled for announcement on January 
Ist. Displaymen and merchants will find it to their decided 
advantage to keep informed concerning Hugh Lyons & Co., 
introductions in the field of store and window display 
equipment. 





NEW LINE OF PAPIER MACHE FORMS 
A new line of paper mache heads and bust forms has 
been introduced through the windows of several New York 
stores, and are attracting considerable favorable comment. 
The new forms are manufactured in New York and 
plans are now under way to distribute the product gener- 





The New Papier Mache Form 


ally. They are being employed with much success in win- 
dows, but are to be seen in great number in the store in- 
terior, on counters and in show cases and for which pur- 
poses them seem especially adapted. 

The new forms are hand painted, have glass eyes and 
natural hair and are unusually realistic in appearance. They 
are especially adapted for displaying jewelry, blouses, neck- 
wear, scarfs and hair ornaments. 

The name and address of the manufacturer may be ob- 
tained by directing post card request to the Service and 
Information Bureau, The DISPLAY WORLD. 





HURLOCK BROS. DISTRIBUTING SAMPLES OF 
SHO-CARD BOARD 

Hurlock Bros., Co., 3436 Market St., Philadelphia, has 
prepared in booklet form samples of their Sho-Card board. 
An announcement is made that samples will be distributed to 
displaymen and cardwriters making the request for same. 
Twenty-two colors, many of them new this season, are ine 
corporated in the sample stock of Hurlock Bros. line of 
show card boards. 





CHRISTMAS LINE OF SCHACK PRAISED 
BY DISPLAYMEN 

The Schack Artificial Flower Co., Chicago, has been 
generally complimented on the beautiful and practical 
line of Christmas decorations as exhibited by the salesmen 
throughout the country. Always fair in price this house 
leaves nothing undone to give to the displaymen new cre- 
ations plus distinctive service. 











For This Beautiful 
$7.85 MINIATURE 
BILLBOARD 


INCLUDING CHRISTMAS CARD 
READY FOR LETTERING 
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Outside Size, 15x25 Inches 

















A practical window and counter display which can 
be used over and over again by inserting a new card. 


Made of No. 1 bass wood, finished in white enamel 
paint. 


ADDITIONAL CHRISTMAS CARDS 


AT 25c EACH 
ALL ORDERS F. O. B. ST. PAUL 
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SHO-CARD BOARD 
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DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE -BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY~ 


3436-38 MARKET ST. PHILADELPHIA 
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“Nix” On 
Holiday Grouches! 


“Perfect Stroke” is the formula for 
keeping cool when the pace grows hot 
around holiday time. Do your work 


with 
yal 


and it will be done smoothly and satisfactorily— 
free from that fretful, nerve-racking strain 
that’s hard to avoid unless the tools you work 
with are a help and not a handicap. 















“Perfect Stroke” Brushes are carefully made and 
properly balanced—every stroke is clean and needs no 
“going over.” Result: a worth-while saving of time 
and temper during rush hours! 










Write for Catalog No. 9 


_Learn more about the line. 


Bert L. Daily 


126-130 E. Third St. 





Dayton, O. 





NEW FORM FOR DISPLAYING WOMEN’S HOSIERY 


A new type of display form to show women’s hosiery 
is now on the market. The form is modeled from life and 
follows closely the natural development of the ankle, calf 
and knee. It is made of papier mache and enameled in 
flesh color. The form is in posed position with the foot 
pointing downward so as to make possible its resting on a 
small rest or cushion. 





INTERESTING CIRCULAR TELLS OF 
SPOTLIGHT USES IN DISPLAY 


An interesting circular illustrating the great opportun- 
ities for more effective window displays through the more 
general employment of spotlights has just been prepared 
by Frederick A. Bohling, 556 Eleventh Avenue, New York 
City. Copies may be obtained by making postcard request 
to Mr. Bohling at the above address. 


LEISTNER ELECTRIC FLOWER BASKETS 
EFFECTIVE DISPLAY EMBELLISHMENT 


Oscar Leistner Co., importer and manufacturer of arti- 
ficial flowers and decorative baskets announces the intro- 
duction of a line of beautiful electric flower baskets for 
window, case, counter and ledge decoration. 

The baskets are made in various heights and are of im- 
ported straw braid, finished in two-tone effect. Baskets 
are filled with roses, tulips, poppies, poinsettias or assorted 
flowers, according to the desires of the purchaser. The 
flowers are equipped with the new improved electric light 
bulbs and are inter-changeable. Six feet of cord accom- 
pany the unit. For further information write to Oscar 
Leistner, 319 W. Randolph St., Chicago St., hicago, III. 





CLEVELAND DISPLAYMEN CONDUCT 
SUCCESSFUL DANCING PARTY 
A very successful Hallowe’en Party was conducted at 
the Hotel Winton, Cleveland, by the Cleveland Display 
Men’s Club, the party being the first of a series of enter- 
tainments and educational features planned for the Fall- 
Winter season. 








Statement of ownership, management, circulation, etc., required by 
the Act of Congress of August 24, 1912, of The Display World, pub- 
lished monthly at Cincinnati, Ohio,for Octcber 1, 1922. State of Ohio, 
County of Hamilton, ss. 

Before me, a notary public in and for the State and County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 2, 1912, embodied in 
section 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

1. That the names and addresses of the publisher, editor, man- 
aging editor, and business managers are: Publisher, The Display 
Publishing Company, 30 Opera Place, Cincinnati, Ohio; editor, James 
W. Foley, 30 Opera Place, Cincinnati, Ohio; managing editor, James 
W. Foley, 30 Opera Place, Cincinnati, Ohio; business manager, 
Menefee, 30 Opera Place, Cincinnati, Ohio. 

2. That the owners are: . C. Menefee, 30 Opera Place, Cincin- 
nati, Ohic; Nathan Silverblatt, 30 Opera Place, Cincinnati, Ohio; C. 
E. Menefee, 528 Walnut St., Cincinnati, Ohio; Maude Menefee, 2018 
Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, 540 Stewart Place, 
Cincinnati, Ohio; Stella Silverblatt, 3561 Lee Place, Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holdng 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security ‘holder appears upon the bocks of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 


than as so stated by him, 
NATHAN SILVERBLATT 
(SEAL) 
Sworn to and subscribed before me this 30th 
day of September, 1922. JOSEPH S. LEVI. 
My commission expires April 29, 1923.) 
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BAUMANN SALESMEN REPORT RECORD 
CHRISTMAS BUSINESS 


Charles Bodine, general manager for L. Baumann & Co., 
Chicago, manufacturers of artificial flowers, reports one of 
the most successful Christmas seasons in the history of 
this old-established house. 

Particularly brilliant were the alti records of salesmen, 
Mendez, Biedermann, Freeman and Duey. Mr. Duey is the 
familiar Guy T., who, for many years ranked with the dis- 
play leaders of the country. He is now special repre- 
sentative for L. Baumann & Co., in Michigan. 





ABRAMS COMPLETES XMAS SELLING TRIP— 
SEES BIG BUSINESS 


Arnold Abrams has returned to headquarters in Chicago, 
having completed his trip through the east and Canada 
with the Adler-Jones Co., line of artificial flowers and dec- 
orations. He reports a most successful business and states 
that merchants are anticipating one of the biggest Christ- 
mas seasons in history. 





BILL OF LADING RULE CONCERNING 
FIXTURE SHIPMENTS 


Section three of the National Commercial Fixture Manu- 
facturers’ Association bulletin gives this information as 
regards to Billing. 

Parts of Complete Articles—The General rule of the 
classification is that all the parts of the complete article 
when shipped on the same bill of lading take the rating for 
the complete article. To comply with this rule parts of 
articles of store fixtures such as glass, glass doors, shelves, 
hardware, weights, ends, etc., when shipped on the same 
bill of lading with the article should under no circum- 
stances be billed as box of hardware, boxes of glass, etc., 
but instead these parts should in all cases be billed as so 
many crates or boxes of the complete article whatever it 
may be. For example; if a Jeweler’s wall case is shipped 
in five packages as follows: the glass doors in one box, 
the upper and lower sections of the case itself in two boxes, 
the weight, pulleys and other hardware in one box and the 
shelves in one box, then the shipment should be billed as 
five boxes of wall cases either set-up or K. D. flat as the 
case may be. 

Shipment Without Glass.—There are a few articles of 
store fixtures which are described in the classification un- 
der the heading of store fixtures, both with and without 
glass and with and without mirrors. There is, however, 
no difference in the rating on any article with or without 
glass except wall cases. It is, therefore, unnecessary to 
specify on the bill of lading that any article is shipped with- 
out glass with just one exception and that is wall cases. 
On wall cases there is no difference in the rating in the 
official or western classification territories, but in the 
southern classification territory wall cases without glass 
are rated first-class, set-up. It is necessary to provide for 
this on the printed copy of the bill of lading, but the ship- 
ping department should have their attention called to it. 

Show Case Frames.—This description is qualified by the 
phrase “show cases without glass.” It, therefore, applies 








Your Christmas 
Window Display 


requires your immediate 
attention. 


Novel and unique designs in 
PAPERS, FLOWERS, 
GARLANDS, PLACQUES, 
CUT OUTS, Etc., Etc. 


Our line of Holiday decorations 
this season is far superior to any 
ever offered before. 


Our Catalogs are Waiting for You 


Doty & Scrimgeour Sales Co., Inc. 


30 Reade Street 


New York 














Electric Flower Baskets 


are a most desirable and at- 
tractive feature for all kinds 
of decorations and window 
displays. With these baskets 
in your window the passers- 
by attention is bound to be 
attracted to your display. 
Baskets are made in various 
heights and of imported 
straw braid beautifully paint- 
ed in two-tone colors. Each 
basket is filled with either 
Roses, Tulips, Poppies or 
assorted flowers, as you de- 
sire. Flowers are equipped 





ROSE DETACHED . 
Pat. No. 13250 


with new improved electric light bulb and positively 
will not burn or scorch the flower. Electric bulbs as 
well as flowers are interchangeable. Six feet of cord, 
plug and socket all complete with each basket ready 


for use. 


PF kei:¢C ES 
4 light Baskets, 19 in. high...... $ 3.50 each, $39.00 a dozen. 


i removed 5 light Baskets, 22 in. high...... 4.00 each, 45.00 a dozen. 
to any Show Case from which the glass has been 6 light Baskets, 22 in. high...... 4.50 each, 51.00 a dozen. 
unless the glass is shipped with the show case on the same 9 light Baskets, 30 in high...... 9.00 each. 
bill of lading. If the show case with the glass removed 12 light Baskets, 33 in. high...... 16.50 each, 


25 percent with order, balance C. O. D. Sample sent at indi- 
vidual prices shown above. Ask for our new catalog on deco- 
rative items. 


OSCAR LEISTNER 


Importers & Manufacturers 


319-325 W. RANDOLPH STREET CHICAGO, ILL. 


is shipped on one bill of lading, the show case in a crate 
and glass in a box, both packages will be rated as show 
cases, K. D. If a show case, however, has the glass re- 
moved and no glass is shipped on the same bill of lading 
with it then it should be described and rated as a show case 
frame. Your shipping department should have their par- 
ticular attention called to this point as the show case frame 
set-up takes a much higher rating. 


























PLANS PROGRESSING FOR BIG 
OHIO STATE MEET 


HAT promises to be the greatest state conven- 

tion of displaymen is scheduled for Cincinnati, 
Ohio, during the early days of February, when the 
Ohio Display Men’s Association meet. 

Plans are well under way and every displayman of 
Cincinnati has delegated himself a member of the gen- 
eral convention committee, with the result that the 
Program and Arrangement Committees are making re- 
markable progress. The convention is to be held at 
Hotel Gibson, where one of the best auditoriums in 
the State of Ohio will be at the disposal of the Asso- 
ciation. 

An extensive manufacturers’ exposition will be held 
in conjunction with the meeting and will be featured 
by displays of the products of the leading manufac- 
turers of store and window equipment and display 
decorations. 

Arnold Loring, display manager for the Gaylord 
stores, is in charge of convention program, and his 
enthusiasm and leadership augurs for a meeting replete 
with educational features. Mr. Loring is also presi- 
dent of the Cincinnati Association of Display Men. 





The decorative and fixture suggestions illustrated on 
pages 58 and 59 of this issue are the conceptions of that 
well-known artist, L. S. Janes, chief of the designing de- 
partment, L. Baumann & Co., Chicago. 











THE DISPLAY WORLD 


The Regular Subscriber Benefits Most 
JOIN THE REGULARS! 


Each edition of The DISPLAY WORLD contains so much authoritative 
material on the subject of mercantile display that you can only get its 
full benefits by receiving each copy regularly and promptly. 


There is not a state in the Union that does not number among our sub- 
scribers its leading merchants and display men. 
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The proper use of Color exerts a powerful in- 
fluence on buying. It is often the determining 
selling factor. 





Good Color Harmonies are therefore a most 
vital consideration, because they help to sell 
merchandise quicker and the satisfaction of 
the customer is greater. 
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Greatly reduced illustration of the Taylor Color 
Chart. Harmonious color combinations are produced 
by placing the masks upon the bands of colors. Colors 
showing through openings are always in perfect 
harmony. Lithographed in 17 Impressions showing 
96 different colors, exclusive of black. 
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30 Opera Place . 














co 
ee me 
— 


The Taylor System 
of Color Harmony 


A visible method of combining Color Har- 
monies easily, quickly, correctly. The only 
means available today by which infallible color 
combinations of 2 to 7 pure, different colors 
can be selected with instant result and at the 
same time produce as many as 20,000 fresh 
distinctive Color Harmonies! 


For Displayman and Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 
thousands of dollars thru means afforded sales 
people to find perfect color matches—the one 
weakness of 999 out of 1,000 salespeople. 
How many sales have been lost due to the 
inability to suggest proper color match? 





“The Taylor Color Chart, if used only once, 
will more than repay its initial cost.”—Mr. J. J. 
Cronin, President, Metropolitan Association of 
Displaymen, New York City. 

“The Color Chart is wonderful. This does not 
say enough for it. I understand it very thoroughly 
after one evening’s study and would not be with- 
out it. I feel that my purchase of Color Harmony 
is a great step forward.”—Mr. L. Robert Rehm, 
Display Manager, Patterson-Fletcher Co., Fort 
Wayne, Ind. 

“We have you Color Chart in my office and 
we sure would not like to be without it. It is a 
great help and is used throughout our entire 
store.’—Brager Department Store, Baltimore. 

“The Taylor Color System contains more color 
ideas than the most virile artist could use in a 
lifetime of creative efforts."—Dr. Denman Ross, 
Head of the Department of Design of Harvard 
University. 











The DISPLAY WORLD 


. Cincinnati, Ohio 


EXCLUSIVE SELLING AGENT in the Display and Mercantile Fields. 
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The mastery of Joseph IF. Chadwick is beautifully evidenced in the displays illustrated above and 


arranged for Famous ¢> Barr, St. Louis. Tite original creations of this display genius were exe- 
cuted by The Bodine-Spanjer Co. Masicr Artists sist on Perfection of the Finished product. 


The Bodine-Spanjer Co. 


Designers and Makers—Original Decorations 


316-318 S. Wabash Ave. Chicago, Illinois 





